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Eight Pages About Toys 
and Sporting Goods 


in This Issue 


EPTEMBER reawakens 

public interest in sport- 
ing goods as football, basket- 
ball, fishing and boxing ap- 
proach universal interest dur- 
ing and after this month. 
People are again home from 
camps, summer homes and 
vacations—eager for new ac- 
tivities. 

In this issue hardware mer- 
chants will find interesting and 
profitable articles on present 
day merchandising of toys and 
sporting goods. Eight pages 
are devoted to this merchan- 
dise. They warrant a thor- 
ough reading. 

Guy Hubbart has another 
article on advertising and next 
week Bert Jowitt will present 
another show card article. 

Don’t miss Saunders Nor- 
vell’s article “A New Problem 
for Manufacturers” ! 


What They Say About 
Us at Home 


Harpware AGE ts indispensable 


in the world to which shovels 
belong. 
(Signed) Roy F. WILttaMs, 
Boston 


! am more than pleased with 
ITARDWARE AGE. 


(Signed) B. H. NEtson, 
West Monroe, La. 


Would not be 
paper. 


without your 


(Signed) J. A. Catn, 
Fredericton, N. B., 
Canada 
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ireplace Lquipment 


for the Hardware Dealer 
with the unmistakable touch 
of up-to-date smartness +++ - 


Sensing the demand for modern up-to- 
date smartness in every detail of home 
furnishings, McKinney now announces 
a series of new and beautiful andirons 
to take their place in the modern 
decorative scheme. 


Of equal importance they have been made 
to meet the popular price range also. They 
retail as low as $12.50 a set. Many of 
your customers who have experienced 
difficulty in outfitting their fireplaces 
with furnishings in good taste and at 
reasonable cost will welcome the 
attractive McKinney designs and the 
more than attractive McKinney prices. 


MCKINNEY 
FIREPLACE EQUIPMENT. 


HINGES - FORGED IRON HARDWARE -LANTERNS - GARAGE HARDWARE 


Here are andiron patterns and designs 
to match the furnishings and influence 
of every home. Carefully wrought in 
hand forged iron and in hammered 
brass—a complete line . . . The brass 
work is chased and finished in England 
and has the genuine English patine, or 
finish, which never requires polishing. 


This new and up-to-date equipment is 


not merely a seasonal proposition. In 
Spring, Summer, Fall and Winter these 
smartly designed andirons will turn 
prospects into customers. Let us send 
you complete information. McKinney 
Manufacturing Company, Pittsburgh, Pa. 
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By Llew S. Soule 


The Same Old 


HOSE in the hardware trade who are worrying over 

the new trends in merchandising would do well to 

remember that actual changes in distribution come 
slowly; that the manufacturer to wholesaler to consumer 
method was several centuries in reaching its ultimate 
development. No new method of distribution is going to 
supersede it over night. 


As far back as we can remember, there have been 
pessimists and alarmists in the business of retail mer- 
chandising. As a boy we recall the time we asked the 
local merchant of our home town “How’s business?” and 
his characteristic reply: “Rotten.” Imagine our surprise 
a few years later to learn that he had retired from active 
business. He left an estate which revealed him as one of 
the wealthiest men in the community. 


Yes—business has been going to the dogs for the last 
thirty years or more, but for some unexplained reason 
it seems never to have reached the kennel. Meanwhile 
the “alarm calls” have shown up with clocklike regu- 
larity, each citing a new mercantile bugaboo. 





First, it was the mail order house. What an avalanche 
of apprehension it created in retail circles. Everywhere 
we heard predictions that the retailer was doomed; that 
it was only a question of time until the local store would 
be only a memory. And yet—some of our greatest re- 
tail merchandisers started with small capital and built 
fortunes in the face of those “sure-death” prophesies. 


Then came the farmers’ cooperative buying organiza- 
tions and another “big scare.” We visioned the loss of 
all the farmer trade within a year, but the movement 
“flivvered” and business ran along much as before. 


Next the house-to-house peddler arrived on the scene 
and sent us all into a blue funk. The timid ones imme- 
diately saw possibilities of oblivion. They pictured long 
lines of dapper peddlers at the front doors of their cus- 
tomers’ homes, selling everything from groceries to hard- 
ware, while rows of empty store buildings rotted on the 
main streets. There are still peddlers, but the number 
of retail stores has grown even faster than the number of 
peddlers. 


Then came the chain stores and the periodical “scare” 
became almost a panic. Once more we are assured that 
the independent retailer is facing a door marked “This 
Way Out,” and a lot of otherwise sensible merchants 


“Scare-Crow” 


are falling for the “bunk,” despite the fact that we are 
stronger, as a class, than ever before. 


To be sure, the chain store movement is more danger- 
ous than our former competitors. At the same time the 
organized independent retailers are much more firmly 
rooted than those of the old days. The fact is that we 
are getting rather “chesty” and self-satisfied. We were 
running along on momentum. We were “soldiering” on 
the job. Some one saw an opportunity, and “presto!” 
the Chain Store. Next came the regular “scare,” fol- 
lowed by the old “back to the wall” attitude that pre- 
sages no easy time for the chains. 


All that the independent retail hardware dealer ever 
needed to successfully meet his competitor was efficiency 
backed by energy. That is all he needs today. No 
coterie of chain stores carrying a mere fraction of com- 
petitive items can put him out of business when he hits 
his stride—and he is rapidly hitting that stride today. 


During the past decade the trade has been cluttered up 
with more than the usual number of inefficient, under- 
educated and under-financed storekeepers. Undoubtedly 
many of these will be weeded out, to the betterment of 
the trade generally. Undoubtedly many retail hardware 
merchants will be forced to change their store arrange- 
ment and their sales methods. They will have to sell 
as they have never sold before, but in the years to come 
when chain store systems are fighting big competitive 
battles with other chain organizations, thousands of good 
independent retail hardware merchants will be selling 
quality merchandise at reasonable prices, and taking 
reasonable profits. Every year some of those who glibly 
state that business is rotten will be retiring on their in- 
comes and taking trips to Europe. History almost in- 
variably repeats itself. 


Meanwhile let’s look at the situation fairly and fear- 
lessly. The independent merchant has more than held 
his own, and in all the competitive struggles of the past 
he has grown in the face of competition. His growth 
was slow and sure over a long period of years, and no 
short period jolt is going to tear down the growth of 
centuries. 


Perhaps there is a thought in this for those manufac- 
turers who are flirting with the bait of new develop- 
ments, as well as for those wholesalers and retailers who 
jump out of their boots every time they hear noise which 
remotely resembles the roar of a new competition buga- 
boo. 
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Implement display room of Alfred Rosenberg’s hardware store, showing the repair department 


Rosenberg’ 


s Business 


Jumped from $20,000 to $150,000 


Connecticut Hardware Man Estimates That Over Half of His Gross 
Business Comes from Farm Customers. Now Serves Area Covering 


Thirty Mile Radius 


LFRED ROSENBERG, proprietor of the Star 
A Hardware Co., of Rockville, Conn., purchased 
his store in 1913 when it was doing less than 
$20,000 gross business a year. Last year the gross busi- 
ness was in excess of $150,000. 

Dealing in both hardware and implements, with sep- 
arate establishments for each, catering particularly to 
the farmer, he feels the large responsibility resting 
upon his shoulders, interpreting his obligations to mean : 
“The Community Purchasing Agent for Rockville, 
Conn.” 

As an example of the aggressiveness and foresight 
practiced by Mr. Rosenberg, he purchased several store 
buildings adjoining his own, and made a special trip to 
New York to induce the chain store system to place 
stores in his buildings, realizing that the resultant in- 
creased business activity in the block woyld produce 
more prospective customers for his own store. 

Where most dealers would not appreciate a chain 
store as a neighbor, he played the hospitable host, and 
welcomed them, knowing that he would indirectly profit 
thereby. He knew that it would probably be impossible 
to meet their competition on some items. He realized, 
however, that he would be amply compensated for the 


loss of sales on these items by 
the increased new patronage, 
having also in his favor the 
friendly services the chain store 
could not perform. 

In addition to being very 
active in all the civic organiza- 
tions, he “put over” Rockville’s 
best baseball year, while serving 
as President of the Rockville 
City Baseball League. As sec- 
retary, for the past several 
years, of the Rockville Fair 
Assn. his efforts have produced 
the finest fairs Rockville has 
ever had. Recently Mr. Rosen- 
berg served as president of the 
Conn. Hardware Assn. and 
largely through his efforts 
brought about closer cooperation between this group and 
“The Nutmeggers.” Rockville’s highest political honors 
could have been his, had he acceded to the desires of his 
many friends, but being of a modest and retiring <is- 
position he has avoided political honors. 


ALFRED ROSENBERG 
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Coming to Rockville in 1913, Mr. Rosenberg found 
his store located in a general- farming community, and 
proceeded to lay his plans for the future accordingly. 
He rearranged the stock, installed a new front, and 
placed the store on a modern basis, being careful in 
restocking to have in mind the needs of the farmer, 
who was soon to become his most important customer. 

He discovered that a complete line of farm imple- 
ments and supplies could not be found in Rockville. 
This was a source of great annoyance and complaint 
from the farmer. Believing that an opportunity existed 
in this field, Alfred erected a modern building which 
now houses his Farm Supply Store, two doors below 
the hardware store. Here all farm implements and 
supplies are attractively displayed. Every implement is 
assembled, oiled and ready for action. Mr. Rosenberg 
states: “It’s surprising the number of sales that result 
from the casual glances the farmer bestows on the 
samples thus displayed.” He finds that he has one of 
his best sales arguments in selling farm implements in 
the fact that the farmer is assured of complete repair 
service as all parts are carried in stock. 

To the rear of a private driveway, which is located 
between the hardware store and the implement store, 
he has a large parking lot for Rosenberg customers. 
This alone is a big “bid” for the farmer patronage as 
it is centrally located, and parking space is at a premium 
in Rockville. In the hardware store, a capable woman 
is on the job to give attention to the many women cus- 
tomers, who prefer to be waited upon by one of their 
own sex. 





Farmers Look for Salesmen to Call 


In carrying out the precepts of service Mr. Rosenberg 
brings the good will and service of the Star Hardware 
and the farm supply store to the farmer’s gate. Of this 
he says: “We always have one man out calling on the 
farmers. Sometimes in our busy season we have two 
men out. These men have specified routes, which they 
regularly cover. Why it’s got so now, the farmers look 
forward to the visit of our man. He may need some 
implement or may require help in repairing a broken 
down machine. Our man is of course well informed on 
the construction, assembly and operation of every piece 
of equipment we sell, which in nearly every case enables 
him to make the necessary repairs on the spot. This 
service is free—but, of course if a farmer needs a new 
part he pays for that. 

“You can imagine how such a service has made us 
hundreds of friends—and after all, isn’t that the biggest 
secret in any retail business?” 


Over Half Volume From Farmers 


He also maintains contact with the farmer with direct- 
by-mail advertising. He also uses newspaper advertis- 
ing, but feels that newspaper advertising registers better 
with his customers in Rockville, than with the farm 
trade. He considers that manufacturers’ sales helps, 
circulars, etc., are important sales aids, especially on 
seasonable merchandise, and uses them whenever pos- 
sible in his mailing campaigns. 

Of the $150,000 gross business Mr. Rosenberg esti- 
mates that $90,000 came from farm customers. He has 
extended his farm trade area until it now takes in a 
thirty mile radius. The store’s average for this trade 
territory is approximately $7,500 per month. 

These factors together with the careful analysis of 
the comunity served, and the intelligent, choice, ar- 
range t and display of his stock as evident in the 
accompanying photographs, are responsible for the rapid 
strides made by the stores of Alfred Rosenberg. 
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A New Problem for Manufacturers 


By Saunders Norvell 


HEN the great mail order houses of the coun- 
try bought and shipped goods from one point, 
and when their catalogues quoted prices on 
goods from this point, that was one problem. Now, 
with the mail order houses with a chain of retail stores 
and delivering the goods over the counter to their cus- 
tomers at the catalogue prices, this is another problem. 

Let me illustrate this problem specifically by giving 
the experience of a manufacturer, who for many years 
declined to sell the mail order houses. This line was 
nationally advertised. It was popular with consumers. 
A regular and steady demand for the goods developed. 
This line, in a period of over fifty years, had been built 
up and distributed through the jobbing and retail trade 
of the country. The jobbers, salesmen, and retailers, by 
their efforts, had in a large measure been instrumenval 
in building up the sales on this line. 

Not being able to buy this line direct, the mail order 
houses bought the goods through third parties. Cover- 
ing a period of years, the goods were “bootlegged”’ in 
this manner, and the mail order houses cut the recom- 
mended retail sales price from 10 to 12'4 per cent. This 
cutting of prices, of course, was a constant source of 
irritation and annoyance to jobbers and retailers and 
also to the manufacturers of the goods. 


* a * 


The mail order houses found it very inconvenient to 
buy the goods in this roundabout way. They wished to 
buy direct. Their argument at the time was that as the 
consumer in buying from them was compelled to go to 
the Post Office and get a money order, had to pay ex- 
press charges on the goods, had to write up the order 
on his own time and then had to wait for the goods to be 
delivered, that this was a handicap to mail order houses 
as compared with the regular retail dealer who prompt- 
ly delivered the goods to the consumer over the 
counter. They further argued that it was not to be 
expected that if the consumer could buy the goods in 
the regular retail store at exactly the same price as 
quoted by the mail order houses at their headquarters, 
that he would go to ali this trouble, and therefore to 
expect the mail order house to obtain the same price 
was not fair to them. They claimed, for the above 
reason, that they should make some concession in price. 

There was, of course, a good deal of reason in this 
claim under the circumstances that existed at that time. 
This manufacturer, therefore, decided to sell the mail 
order houses direct and his line was quoted by them at 
about 71% per cent lower than the recommended retail 
price. 

Now, as long as the mail order houses were receiving 
and shipping from headquarters, there was little or no 
difficulty about this price. The retailers of the country 
seemed to be able to hold their own at this differential. 
At least, this manufacturer received very few letters of 
complaint about the situation either from jobbers or 
from retailers. 

The mail order houses bought in large quantities. 
Their orders were heavy. They were all shipped to one 
point. There was no extra expense in handling the 
business, and their remittances were prompt. This mail 


order house business, under these conditions, was satis- 
factory to this manufacturer. 

Now, however, with the change in the policy of the 
mail order houses and the opening of their chain of 
retail stores, an entirely new situation develops. Instead 
of shipping the goods to one point, the manufacturer is 
called upon to ship small lots to their various retail 
stores. This breaking up of the order into very small 
units, and the increased amount of correspondence, 
clerical work and accounting that results, naturally leads 
to a considerable increase in the cost of doing business. 
Then, dealing with a number of smaller units scattered 
over the country, very much complicates the situation, 
and the handling of the business of all of these units is 
not only more expensive, but is, naturally, much less 
satisfactory than shipping large quantities to one destina- 
tion. The new system of chain stores. which the mail 
order houses have adopted very much increases the work 
and expense of the manufacturers serving them. 

Then the situation has suddenly become very much 
more complicated by reason of the fact that these in- 
dividual retail stores of the mail order houses are passing 
out the goods of this manufacturer over the counter at 
the price quoted in their catalogue. “The situation is 
completely changed. Instead. of a differential of 7% 
per cent to offset money orders, express charges, the 
delay, etc., etc., the mail order houses are delivering 
goods across the counter in the same town as the inde- 
pendent retail dealer at a price on these goods of 7% 
per cent less than the recommended retail price to the 
consumer, 

* * x 


The result of this situation is just exactly what 
should have been expected. The independent retail 
merchants will be compelled to meet these cut prices or 
pass up the business. These retail merchants buy their 
goods from the jobbers. If they do meet these cut 
prices, there is not a sufficient margin to compensate 
the retail merchant for carrying the goods in stock and 
selling them. The mail order houses are buying at the 
jobber’s price. They, therefore, have a wider margin 
hetween cost and selling price than the independent re- 
tail dealer: The jobber himself, even if he were inclined 
to do so, cannot help the retail dealer, because if he 
cuts his price a sufficient amount to give the retail 
dealer a legitimate profit, he would be selling the goods 
without enough profit to cover the cost of doing busi- 
ness. The jobber therefore cannot do anything on this 
line for the retail merchant, unless he is willing to sell 
the goods at a loss. ' 

The mail order houses take the stand that it is their 
policy to cut prices; that they propose to cut prices on 
all standard lines; that they cannot do business and keep 
faith with their customers on their selling policy with- 
out cutting prices. They have made these statements 
flatfootedly to manufacturers. 

So this, therefore, is the present situation that con- 
fronts many of the leading manufacturers of the coun- 
try, who manufacture lines of nationally advertised goods 
that are in general demand! 

This concrete case, which I have attempted to out- 
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line fairly and justly, sticking just as closelv as possible 
to the facts, applies at the present time not only to one 
manufacturer but to many manufacturers. The problem 
before these manufacturers is: What is the best thing to 
be done under the circumstances? Let us study this 
problem and see what a manufacturer could do. 


* * * 


First of all, if he desires the mail order houses to 
continue to sell his line at a cut price, the only proper 
thing for him to do would be to reduce his prices to the 
jobbers 7% per cent, so that the jobbers, in turn, can 
reduce their prices to the retail merchant /'%2 per cent. 
This, of course, would involve a tremendous loss in 
profits to this manufacturer. This manufacturer could 
not stand this loss on his line of goods. He does not 
make enough profit on the goods to justify such a radical 
cut in price. 

Besides that, even if he should reduce his price to the 
jobbers so that they could take care of their retail cus- 
tomers without at the same time reducing his price in a 
corresponding measure to the mail order houses, judging 
by past history, it would be the policy of these mail 
order houses, just as soon as they discovered this situa- 
tion, to again reduce their prices 7’ per cent in thei 
next issue of their catalogue, so that in the end, this manu- 
facturer would find that he had lost 7% per cent on his 
total volume of sales and that his goods were still cut 
by the mail order houses 71% per cent, and that the 
jobber and the independent retailer would be no better 
off than they were in the first place. 


* * * 


The other alternative for this manufacturer is to take 
up the problem direct with the mail order houses, state 
his sales policy of price maintenance that places all re- 
tail sellers upon exactly the same basis, and then if the 
mail order houses elect to cut the price, to act upon his 
legal rights and decline to fill their orders. If this plan 
is followed, judging by past history, the mail order 
houses will continue to list this manufacturer’s. goods, 
they will offer them at even lower prices, they will seek 
to obtain their supplies from roundabout sources, and 
from past expeyience there are dealers who will be will- 
ing to fill their orders. 

The result will be a price war, and this war, to the 
manufacturer, will entail a tremendous amount of work 
in the way of correspondence and explanations and also 
in tracing shipments, to their final destination. 


* * Ox 


A number of manufacturers have gone through this 
experience. They know what it means, and unfortu- 
nately they also know that when prices on a line of goods 
are cut to pieces, the average retail merchant forgets the 
cause of all the trouble and only realizes that there is no 
profit in these goods at these cut prices, declines to stock 
them and loses interest in their sale. The jobber, not 
having the usual call for the goods from his retail cus- 
tomers, naturally does not place orders and he also 
loses interest. 

So history teaches us that the manufacturer, who de- 
cides upon principle to stand by his jobbing and retail 
outlets, is left with a demoralized line of goods on his 


hands, with very few friends who appreciate the high 
principle which has led him to attempt to protect his 
oldtime customers, the jobbers and retailers. 

* 1 * 

\Ve must face these facts and study the history of 
many fights of this kind in the past. The manufacturer, 
therefore, on account of the chain store policy of the 
mail order houses, is on the two horns of this dilemma. 
What is the proper thing to do? 

In thinking of this problem, there is not only the 
question of policy, but there is a question of business 
principle. There is also beyond all a question of ethics. 
There is no question whatever but that the jobbers and 
retailers of the country have helped the manufacturers 
to build up the business on their lines. The jobbers and 
the independent retailers have faithfully done their part 
in the years that have passed. 

* * * 


Now, here comes a new form of competition. A 
form of competition that without the support of the 
manufacturer, it will be impossible for the jobber and 
the independent retailer to meet on equal grounds. 


_Ethically, a manufacturer is not justified in giving the 


jobbing price, no matter how large the volume of their 
purchases, to mail order houses, unless the mail order 
houses through their chain stores are willing to meet 
the independent retailers on an equal price basis. How 
can a manufacturer defend himself upon ethical grounds, 
no matter what the cost to him, if he allows the mail 
order house, who after all is nothing but a retail mer- 
chant, a lower cost and thereby puts him in a position to 
cut the retail price to consumers and undersell the in- 
dependent retail merchants ? 
xk ox Ox 


No matter how we look at the problem, this is un- 
ethical, and in the long run, bad ethics means bad busi- 
ness. There is a moral issue involved in this whole 
question, and it seems to the writer that if the mail 
order houses maintain their position that they must cut 
established retail prices, if that is the basis of their 
method of distribution, then no matter what the cost, 
no matter what the issue involves, ethically and morally, 
and in justice to the jobbing and the retail customers, it 
is up to the manufacturer to shut off the supply of the 
mail order houses and take tHe consequences. 

* * * 

This thought leads us to another thought, and _ that 
is that we have here an issue in merchandising that must 
be settled. Abraham Lincoln said that the Government 
could not live half slave and half free. That was clear- 
ly the issue. In this problem, we have another issue, 
and that is, that merchandising on our best known brands 
in this country cannot live and prosper half regular price 
and half cut price. The issue, sooner or later, must be 
fought out. If the greater volume of a manufacturer’s 
business is with the jobbers and the retailers, then 
simply as a business policy, not considering morals or 
ethics, he should take sides with his best customers. 

WHAT DO THE MANUFACTURERS, JOB- 
BERS AND INDEPENDENT RETAILERS OF 
THE COUNTRY PROPOSE TO DO ABOUT IT? 


i 


Bw st ere lw nw an 


a 
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Check Up on Sales and Space 
Now and Then 


Even a Small Town Hardware Store Can Learn Something From 
Its Own Advertising 


AN advertising rules be successfully applied to 

hardware advertising? Easily, if the store uses 

newspaper space with any kind of regularity. 
This is because regularity gives a basis by which the 
merchant may guide himself toward mz iking the space 
he uses pay its way. 

Due to the fact he knows how often he advertises, the 
amount of space and so on he can check up on relative 
results, thus, after a while, learning how best to use thé 
space he pays for. 

lor example, let us say a store in a city of 24,000 
population and an additional trading population of 6000, 
advertises three times weekly, using an average of 30 
inches each time. That is 90 newspaper inches each 
week. Suppose the ads are published Sundays, Tuesdays 
and Fridays: then he can check up each Monday, 
Wednesday and Saturday to see how store volume is 
running. Also how many advertised items are sold the 
day following each ad. (Few stores ever check up on 
results but those who advertise at least cost do and 
keep records of sales). 

The merchant finds out after checking for three weeks 
that as a rule the days following those when space was 
used are a shade better than the three other days. Even 
if the Mondays, Wednesdays and Saturdays are only 
2 to 8 per cent better the gain should be credited to 
advertising. Anyway, regularity is worth the money 
even if gains are very small. Here is why: 

The advertiser can make a rule to fit his method of 
using space to the amount of daily volume of his store. 
He can make it a regular practice to limit the number of 

















Special! 5 Ft. 
STEPLADDERS 


$1 


Strongly built and 








braéed with heavy Cabinet 
steel rods. Platfornr 
is adjustable. Hendy Gas Ranges 


*35 


An efficient gas range with 
4 burners, oven and broiler. 


around the home. 
Because of the lim- 
ited quantity we 








cannot fill tele Lustrous black enamel fin- 
ish with white porcelain 
phone orders splashers and doors. 
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By Guy Hubbart 


items and the selling prices of those items in propor- 
tion to his daily business. 

Another example: Suppose in the example above, 
the store does an average of $120 a day, $720 weekly. 
The merchant says we use 90 inches a week of space. 
How does our weekly volume run per inch? It runs 
this way—$720 divided by 90 (inches) equals $8 worth 
of volume per inch. This amounts to crediting all the 
business done to the space used but need not be so viewed. 
It is merely an artificial way of adjusting the relation of 
weekly volume to weekly space. A basis, in other words, 
for merchandising each day’s ads. 

If weekly volume amounts to $8 an inch, the store 
can make an advertising rule for itself this way: Our 
space per inch draws $8 on the average. If this is so 
then we ought to select our total prices, the sum or addi- 
tion of all prices in the space, so as to amount to four 
times the $8, or $32. This means that all the items 
in the space should not add up to more than $32 or four 
times the artificial relation of weekly space to weekly 
volume. 

Here is a good way to condense the above items into 
a rule: Divide weekly sales volume by weekly num- 
ber of inches used, then multiply the result by four. 
The answer is the correct amount of price total for a 
single day’s space. Keep in mind that in the example 
above, the store keeps a record of sales and uses space 
regularly three times a week. 


Rule No. 2 
Here is rule No. 2 for hardware stores. 


' Adopt a price total for the average amount of space 
and use it every time an ad ts run. 





Special Tomorrow! 
REFRIGERATORS 


$8. i 








, Attractive golden 
P = Top 6ak finish and sani- . 
ables tary interior of 


baked-white enamel. 
An ideal size for thé 
small apartment; 
easy to keep clean. 
A high grade re- 
frigerator at a re- 
markably low price. 


$4.98 


A very useful kitchen table 
with cutlery drawer. White 
enamel legs and size 25x40 
inch porcelain top. Strong 
construction and nice ap- 
pearance make it an unusual 
value at this price. 
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Excellent arrangement of material, easy to read, everything stands 


out clearly; copy is plain and sensible. 


Space, 5 columns by 4 inches 




















Look at the ad reproduced here. It is five columns 
wide and 4 inches deep. It has four prices in it. Add 
them up. They amount to $49.96, the price one cus- 
tomer would pay if he or she bought one each of the 
advertised items. 

There are two things wrong with this ad. First, there 
is a poor balance between high and low prices, only one 
low priced item out of four; second, variety is too nar- 
row. There should be at least six items covering six 
different kinds of needs, that is if the store wants its 
space to draw direct sales. 

It is a good ad every other way, well laid out, copy is 
clear and direct, cuts are skillfully used and sensible 
amount of space for one day. (This store advertises 
five days a week). 


Useful Reference Table 


\Vhether or not your advertising is regularly sched- 
uled, this little table will help to increase direct sales and 
lower cost of advertising. It shows the relation of price 
totals in a single ad on the basis of actual newspaper 
circulation. The space basis used here is anywhere from 
20 inches to 40, and on a three times a week schedule of 
insertions. 


HARDWARE AGE for SEPTEMBER 13, 1928 


Cooks 

Sum of all 

prices in ad. 
$2.00 per 1000 of circ. 
2.50 per 1000 of circ. 
2.25 per 1000 of circ. 
1.75 per 1000 of circ. 
0.60 per 1000 of circ. 
0.50 per 1000 of circ. 


Col. 2 
Number of items 
in space 
12 to 20 items 
10 to 12 items 
8 to 10 items 
6to 8 items 
5to 7 items 
4to 6items 


Col. 1 
Circulation of 
Newspapers 

8,000 
12,000 
*16,000 
20,000 
24,000 
30,000 


The one marked * is a good average in all three ele- 
ments, that is size of circulation, number of items and 
total price sums. But it is best to use the one nearest 
the circulation of your own paper. If any store is inter- 
ested in a table exactly fitting its own situation; (a) daily 
sales volume, (b) newspaper circulation and (c) popu- 
lation, send in an ad with these facts about (a), (b) and 
(c), and we will work out a table for you. Also tell us 
how often you run ads, how many times per week or 
month. 

Remember that total price sums shown in column 3 
mean all the single prices added together. This sum 
should not be too low or too high. The table shows the 
highest amount. Of course, for big days like Saturday 
and for extra large space, more items can be used than 
the table shows and price totals can go over standard, 
but the standard shown here is good. 


Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConvENTION, Atlantic City, N. J., Oct. 15, 16, 17, 18, 
1928. Headquarters, Hotel, Marlborough-Blenheim. 
Charles F. Rockwell, secretary, 342 Madison Avenue, 
New York City. 


ILLINOIS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, IIl. 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, IIl. 


lowa RetarL HARDWARE ASSOCIATION CONVENTION 
AND Exuiition, Hotel Savery and Des Moines Coli- 
seum, Des Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, 
secretary-treasurer, Mason City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 


THe Mountain STATES HARDWARE AND IMPLEMENT 
AssccIATION CONVENTION, Denver, Colo., Jan. 15, 16 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P. O. Box 513, 
Boulder, Colo. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, 
Atlantic City, N. J., Oct. 15, 16, 17, 18, 1928. Head- 
quarters, Hotel Marlborough-Blenheim. George A. 
Fernley, secretary-treasurer, 505 Arch Street, Phila- 
delphia, Pa. 


NaTIONAL HousE FurRNISHING MANUFACTURERS 
AssoctATIon CONVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
Secretary, 189 W. Madison Street, Chicago, III. 


Nortit Dakota Retatt HarDWARE ASSOCIATION 
CONVENTION AND Exutpition, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 


Onto Harpware ASSOCIATION CONVENTION AND 
EXHIBITION, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaATION, INc.. CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 
1929. Sharon E. Jones, secretary, 610 Wesley Building, 
Philadelphia. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION AND EXHIBITION, Commercial Museum, 
Philadelphia, Pa., Feb. 12, 13, 14, 15, 1929. Sharon E. 
Jones, secretary, 610 Wesley Building, Philadelphia. 


South Dakota Retatt HARDWARE ASSOCIATION 
CoNVENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociIATION, composed of Alabama, Florida, Georgia 


‘and Tennessee, Convention and Exhibition in Atlanta, 


Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Bldg., Atlanta, Ga. 


West VIRGINIA HarpDWARE ASSOCIATION CONVEN- 
TION AND ExuIBITION, Fairmont, Jan. 22, 23, 24, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg., 
Dayton, Ohio. 
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Employees and Their Attitude 
Toward Business 


A Letter from Hamp Williams 


ERE is a question that, to my mind, is important. 

It is the common attitude toward our business by 
our employees. It has been our custom for many years 
to give each of our employees a ten day vacation and 
in addition to this we never charge them with time lost 
through sickness. 

We did not make any money last year and we have 
not made any this year. We have Jost money during 
the summer. Every one of our employees knows this 
to be a fact, yet each one without an exception claimed, 
and took his full ten day vacation at full pay. 

I am willing to divide my profits with my employees 
when there are any to divide. All of them are receiv- 
ing the same salaries as they did after the war when we 
were making a good profit. We do not cut salaries. 
We think it a bad practice, but if we fail to show a fair 
profit at the end of 1928 that means a change of climate 
for somebody. 

If our employees can't make their salaries and have a 
nickle on each dollar of sales for the stockholders, we 
close or they go. They always get theirs and we are 
going to have ours hereafter. That is our attitude. 

I can't help contrasting between the employees of 
today and myself when I was an employee instead of an 
employer. I began to work for Hudgins Bros. when 
I was twenty at $12.50 per month. They increased my 
salary as I earned it and it took me six years to get up to 
$75 per month. The seventh year I got $83 and the 
eighth year $100 per month. 

I never had a vacation during that eight years, neither 
did the men I worked for have any. I couldn't have 
taken a vacation. I had to open and close the store. 
pened at sun up and closed at sun down, got my sup- 
per and worked until ten or twelve o'clock at night post- 
ing our books. 


Proposes Revision of Tariff 


My position was very 
much like the Irishman 
when the Jew asked him 
to buy a trunk. The 
Irishman asked, “What do I want with a trunk?” The 
Jew replied, “To put your clothes in!” “And go naked?” 
said the Irishman. 

How could I have taken a vacation? Closed up the 
store? 1 will admit that it is important for my em- 
ployees to have a vacation and at the same time | will 
also admit that it is necessary for me to make a profit 
sufficient at least to pay a small interest on my invest- 
ment. If I can’t do that my employees whom I am 
very fond of, must take their vacations at someone else's 
expense and I will try some other way out. 

The common answer to my deductions, is that they 
must have modern homes, electric lights, city water, 
gas, telephone, their children must go to the picture 
shows, they must have an automobile the same as their 
neighbor—and it costs at least a dollar a day to keep 
it going if it is a Ford, and that expense alone repre- 
sents my entire year’s wages when I was trying to make 
a_ start. 

All these conveniences and vacations are good, and we 
demand them, but somebody must foot the bills and that 
somebody is you, and yeu had better look out. A lot of 
independent retail merchants of this country and a lot 
of employees working in independent retail stores are 
going on a long vacation, and when that vacation is over 
they will seek employment in chain stores, where every 
thing is reckoned on a cold blooded dollar and cents 
program. If a man is only worth $15 per week that is 
all he will get, and he will have to live according to his 
income rather than according to his demands. 

Hamp WILLIAMS. 


Act 


ties was a form of taxation and that 





Representative Manlove, Republican, | 
of Missouri, has introduced a bill pro- | 
posing revision of the flexible clause | 
of the tariff act so as to give the Presi- 
dent greater latitude in the adjustment | 
ef duties in order to meet competitive 
conditions. The measure would em- | 
power the President, upon recommenda- | 
tion of the Tariff Commission, to raise | 
or lower duties to any point that might | 
be deemed advisable. Under the exist- | 
ing law increases or decreases in duties 
cannot exceed 50 per cent. The meas- 
ure likewise would increase the com- | 
mission’s membership to seven from | 
six, four to be of the same political | 


party, while at present the political di- | 


vision is even. There is considerable 


opposition to the bill, particularly from | 
the Democrats, some of whom claim it | 
Also ob- | 


is a device to increase duties. 
jection is made that the President al- 


ready has too much power in changing | 
When the flexible provi- | 


tariff duties. 
sion was written into the law it marked 


a new departure in tariff making in the | 
United States and was opposed by mem- | 
bers of both political parts and was | 
enacted only through the strong in- | 


sistence of President Harding. The 
chief opposition was based on the 


ground that the matter of levying du- | 


only Congress had power to tax. The 
Supreme Court of the United States, 
however, has upheld the constitution- 
ality of the flexible provision, declar- 
ing, in substance, that the Congress 
had not given up its power, but had 
only transferred to the President the 
right to adjust duties under certain con- 
ditions. Those who oppose the Man- 
love bill do so largely on the old ground 
of the so-called yielding by Congress of 
its power to levy duties and the claim 
that the Manlove measure gives to the 
President even greater power to change 
tariff rates. 
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Children demandedSAIL BOA TS~ |} 


Then the Pleased Children Brought in the Mothers and the 
Wymore Store Was Off to a Good Start 


more, as he directed a customer and her two 

small sons to an array of toy sail and motor boats 
of all sizes, which literally sent the small lads into spasms 
of delight. 

“Carrying a big variety of toys and selling a volume 
of them was the last thing we thought of when we moved 
into this location,” continued Mr.’ Wymore, “but the 
women and the children made such a demand for them 
that we were virtually forced into it, with the result that 
it is now a very profitable part of our business.” 

“The fact is that this store could not begin to be as 
successful and as profitable as it now is, if we did not 
carry a large assortment of toys and make a special 
effort to please the children, for there is no doubt about 
it, the children bring the parents in.” 

Looking at the attractive store of the Wymore & Sons 
Hardware Company, located in the Country Club Plaza, 
a “naborhood” hardware store if you please, one 
naturally expects there is something different about the 
stock and trade from that of the average severe type of 
store. 

“We believe that the women like to trade here,” went 
on Mr. Wymore, head of the company. “One reason is 
because they can park right in front of the store, but 
mainly it is because they can bring the kiddies along, 
walk, if they live near enough, or park without piloting 
the kiddies through congested traffic.” 

This store, at the gateway of the Country Cli. <esi- 
dence district, is a great convenience for the housewives, 
many of whom prefer to trade at a neighborhood store. 


“Si boats? Oh, yes, madam,” said Irwin Wy- 


’ 











“Why, the wife of one of the officials of a big down town 
hardware store is a frequent customer of ours,” Mr. 
Wymore said. “She buys a lot of the smaller kitchen 
utensils and toys for her children here, just because it 
is so convenient and we have what she wants.” 

Wymore’s store is outstandingly attractive in appear- 
ance, as are all shops in this neighborhood. Located on 
a triangularly shaped block it fronts on a tiny park and 
has for its centerpiece an antique Venetian well head. 
The shape of the store permits display windows facing 
three ways, and Mr. Wymore contrives to fill these win- 
dows with the merchandise that will bring the most trade. 

“I am a hardware man,” said Mr. Wymore, “and | 
knew I had an ideal location for a neighborhood hard- 
ware store when I came in here, and I felt that I should 
secure a lot of good business from the women as well as 
the men, so I stocked up with the well known grades of 
aluminum, kitchen utensils and baking dishés in a nice 
assortment, and many of the things which the women 
would need and buy. 

“We hadn’t had our doors open an hour when a couple 
of kids burst in here an demanded ‘sail boats.’ 

“See that shallow stream that runs along south of us? 
Well, the youngsters spend a lot of their time over there 
sailing boats, and what one youngster has, all of the 
rest of the children in the neighborhood want, so when 
they asked for sail boats, I just said I hadn’t unpacked 
them yet and suggested that they come back after lunch. 

“Then I hustled out to lay in a stock of sail boats. 
Before going I cast a hasty glance around to see what 
these neighborhood children amused themselves with. 

“The result was that I came back with a load of sand 
pails and shovels, scoops, toy gardening tools, rakes, 
hoes and spades, a few dolls and doll carts, scooters and 
l:iddie kars. We put some of the toys in the windows 


and thus made our first bid to attract what has become a 


very profitable part of our business. 


The Wymore store is in a building erected 
as a part of the residence neighborhood 
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Wymore hustled Out andGotThem 


“Tt has been a splendid advertisement for us; for the 
children bring their mothers in to see this and that toy, 
and the mothers stay and examine the household tools. 
We not only sell them a good bill of kitchen furnish- 
ings, paint and the like, but we make new and perma- 
nent customers for the store.” 





Irwin Wymore, 14 years a hardware man, 
praises toys as business getters 


The Wymores make the best of interior and window 
displays. The displays are constantly being changed, 
both on the floor and in the windows, and this keeps 
everything seasonable and right up to the minute. 

One week the front windows will have a background 
of red and white crepe paper, and while one window is 
filled with toy cannons, toy: machine guns, sand pails, 
shovels and scoops, loaders and sand screeners, tinker 
toys, yachts and boats of every description to catch the 
eye of every child who passes, the other side is filled 
with seasonable merchandise, hoes, rakes, turf edgers, 
lawn mowers, grass shears, and garden tools of every 
description, to attract the attention of the parents, so 
that when the youngsters pause to stare at a sand pail 
or a toy engine, the father or the mother will look over 
useful household tools. 

One window will contain a nice display of the special 
bargains for the week. There will be one or two items 
priced very low as special drawing cards for the week 
only. Sometimes it will be a bargain for the housewife, 
next time it will be something of special appeal to the 
men, and then the next time it may be an attractive 
toy for a child. 

This week one window may contain a display of un- 
painted furniture with paints and brushes, varnishes, 
decalcomania designs and kindred merchandise; for this 
store carries a nice line of high grade paints, and fre- 
quently holds painting demonstrations where the women 
of the neighborhood may come and take free lessons in 


painting anything they want to paint. 

One window may be used for the display of household 
cleaning utensils, mops, oil mops, floor polishing ma- 
terials, brushes of every description, baskets, and whisk 
brooms. Another window may be used for the display 
of china, for Mr. Wymore’s stock includes a variety of 
pottery and china. Here are unique pitchers, blue and 
white, Indian heads and others of queer design. Every 
afticle has a plainly marked price ticket. 

Mr. Wymore stood outside and surveyed the red and 
white crepe paper backgrounds in his windows with 
mock scorn, “Looks like a drug store, doesn’t it?’ he 
sniffed, with the air of a man to whom hardware is 
hardware. But in spite of his scorn it was easy to see 
that he appreciated the value of the colorful backgrounds 
in drawing and establishing trade, for his store. 

“Our boys do that,” he said, “and it isn’t a bad idea, 
because when our windows are dressed up like that, all 
hands vie with one another to keep them neat and any 
stock that is taken out is carefully replaced. We decor- 
ate them always with the idea in mind of appealing to 
the biggest variety of trade. 

“The majority of our customers are women and chil- 
dren, so we have kept adding to our house and kitchen 
furnishings and to our toys until these two lines pre- 
dominate.” 

Mr. Wymore opened his store with a nice stock of 
shelf hardware, some builders’ hardware, cutlery, paints, 





The Wymore window displays always incorporate design, attractive- 
ness and a merchandising idea 


toys, sporting goods, and almost everything in the line 
of hardware that one could possibly suggest, but the 
bulk of the business has developed along the line of house 
and kitchen furnishings and feature merchandise. 

This is quite easily understood with the women doing 
85 per cent or more of the buying. 

The stock of sporting goods is not large, but it is very 
carefully selected and the youngsters in the neighbor- 
hood who run in and select a baseball and bat, a tennis 
racket, or a new golf stick, a new leash or even a collar 
or muzzle for the household pup seldom fail to find 
what they want. 

Mr. Wymore fancies the open top counters and the 
three or four tier display racks for his merchandise, so 
that as much of the stock as possible may be in plain 

(Continued on page 118) 
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HESE TWO OUTDOOR PLAYTHINGS 

DISPLAYS by Cincinnati hardware stores very 

well illustrate the widely divergent lines handled 
by hardware stores for home playgrounds. 

Bronwell’s Brush and Wire Store (above) presents 
the equipment for the quieter sort of lawn amuse- 
ments—it might be called the aesthetic side. The dis- 
play is built around a sandbox with an awning shelter 
and includes juvenile lawn furniture, slides, teeter 
board, doll houses and similar articles. 

The Pickering Hardware Co. window displays a 





more robust line: express wagons, wheelbarrows, 
bicycles, scooters, autos, steam shovels, fire depart- 
ments, with horseshoes for trimmings. The white 
background shows highly colored disks and the bicycle 
tires with cutout signs all indicate action. 

30th windows were shown in the early spring season 
and each resulted in immediate business and the mer- 
chants are convinced that they each helped to fix in 
the minds of window shoppers a source of supply for 
lawn play materials for later purchase. Such windows 
can be arranged for fall or winter seasons. 
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Recent Savannah motor boat regatta under the direction of Otis Stubbs, hardware merchant and commedore of the local club 


you are in Savannah, Georgia, and you are interested in fishing, boating, archery, 
baseball, football, basketball, golf or any of the sports— 


You’re Sure to Meet Otis Stubbs 


Who Last Year Sold, Through His Hardware Store, Over 
$60,000 Worth of Sport Equipment. Stubbs Takes the 


Lead in the Sponsoring of All Kinds of Athletics. 


TIS STUBBS is an outstanding factor in the dis- When preparing for the regatta or for other major 

tribution of equipment used in all athletic sports sporting events Mr. Stubbs invites all competitors to co- 

popular in and around Savannah, Ga. Many of operate and suggests that they have their manufacturers 
the sports were introduced to this city by this enterpris- participate. In other words, he doesn’t try to hog all the 
ing hardware merchant. He has sponsored teams, or- glory, though he does most of the hard work. 


ganized leagues, arranged intercity 
contests and officiated in practically 
every major athletic tournament 
held in Savannah in recent years. 

As commodore of the Savannah 
Motor Boat Club he has personally 
planned and supervised the famous 
Savannah regattas held under the 
wing of the Hotel General Ogle- 
thorpe. The hotel owners fre- 
quently commission him to visit 
other regattas or to campaign 
among competing motor boat en- 
thusiasts and clubs in other cities, 
with a view of interesting their 
participation iri the Savannah re- 
gatta. He spent three full days 
handling the, operating details of 
this event ‘last’ year, and on the 
fourth day sald more than $2,000 
Worth 6f related equipment. He is 
aii authority on motor boating, has 
Stimulated local interest in out- 


Ward motors and the necessary. 


twats, and naturally has enjoyed a 
Very profitable trade int these lines. 


As secretary of the local Izaak 
Walton Club his store is a natural 
headquarters for local anglers, and 
is the haven of out-of-town visit- 
ors who wish to seek the wily fish. 
He knows where to fish, how to 
fish and what to-use. He sells the 
last named after offering the first 
two as a service, which he believes 
is a part of his obligation to the 
community. When customers get 
good catches Otis Stubbs photos 
them with their catch and places 
enlarged photos in the windows of 
the Stubbs Bros. Hardware Co. 
He sends the prints to local papers 
and to national sporting papers. 
The customers are greatly pleased 
at this recognition, and feel that 
Otis Stubbs is a kindred spirit. 

One of the best teams in the local 
basketball league was the Stubbs 
five, sponsored by this merchant, 
who also offered team cups and 





Otis Stubbs can catch big ones himself 
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various players prizes for winning teams in the league. 

When archery became popular Stubbs took up the 
sport, promoted a contest and a club, and benefitted from 
the sale of equipment. In fact, he tries all the sports, 
and while not a leading contender in all of the sports, he 
is certainly a tremendous factor in the distribution of 
sporting goods because of his knowledge of the sports, 
his practising in them and his active interest in promot- 
ing sport life in Savannah. 

Space in the store has been provided for golfers to 
try out clubs before buying. There is also a place to 
practice putting. This feature requires a space 3 ft. by 
12 ft., and is a regular club for many hundreds of local 
enthusiasts. 

Stubbs Hardware Co. provides score cards for nearly 
all of the sports. Of course, these cards bear the adver- 
tising of the firm and enjoy a wide circulation. In fact, 
these cards are sought by those conducting contests. 

During the football and baseball season the Stubbs 
store is connected by 
Western Union to the ath- 
letic fields where major 
contests are being played. 
Scores and, when possible, 
play by play data, are plac- 
arded in the stores and the 
window, and people are in- 
vited to watch the game 
“by wire” in the store. 

When a prospect for an 
outboard, motor and boat 
shows sufficient interest, 
Otis Stubbs takes the 
prospect to the waterfront, 
three blocks away, and 
gives a practical and actual 
demonstration. He usual- 
ly encourages the prospect 

(Continued on page 120) 








Again in the center of 
ings we find Otis 
Stubbs, hardware mer- 
chant with the Stubbs 
basketball team which 
he sponsors 


away from the store. 

















prietor of the Stubbs hardware store about to board an outboard 
Stubbs demonstrates outboard motors himself, 


Otis Stubbs on the 
left as an official in 
a Savannah archery 
contest. Mr. Stubbs 
competes in an arch- 
ery contest. He isin 
the center of this 
group (left) and in 
fact is in the center 
of all Savannah sport- 
ing activities 


* 


Mr. Stubbs’ took 
up the sport of 
archery when it first 
became popular in 
Savannah, organized 
a club and held con- 
tests. The result was 
that his hardware 
store benefitted great- 
ly from his contact 
with the devotecs of 
the sport 


* 


The photo below shows 
a Savannah regatta 
crowd and the pro- 





Ld 


the waterfront being but three blocks 
His expert knowledge of boating enables him to be of real 
service to the prospective purchaser 
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Window Notice Attracts 1000 
ctive Hunters 


Waibel’s Hardware Store Offered to Obtain Licenses for Them, So They Came 
in to Leave Name and Address and Buy Supplies 


ORE than 1000 hunters came into the Waibel 
Hardware Co. store, 5304 Clark Avenue, Cleve- 
land, and accepted the store’s offer to attend to 

the detail of obtaining hunting licenses for them. Each 
of these persons announced to the store’s force that he 
was going to be a buyer of hunting supplies this year and 
left his name and address. Also each of these 1000 
prospective customers left with a kindly feeling for the 
store and certainly each had noted in more or less detail 
the stock of hunting merchandise. 

This result was also conclusive proof of the drawing 
power of show windows when something the people 
want is displayed. A few days prior to the opening of 
the hunting season there was posted in a hunting mer- 
chandise display a notice that the store would attend to 
the detail of obtaining hunting licenses for those who 
came to the store and paid the regular legal fee. 

Hunters, like other people, dislike to take time off in 
a business day to visit county and city offices. Most of 
them do not like the way things are done there, but men 
do like to visit hardware stores—especially up-to-date 
ones—for there is much that is interesting to men, and 
if a wait is necessary, it is not a tiresome one. 

One-thousand men came and by the middle of the 
hunting season the store’s sales in hunting supplies had 
been 40 guns, 1500 boxes of ammunition, 48 flashlights 
for coon hunting, 20 hunting coats and many game 
_knives, besides incidentals. 

The Waibel store, established 38 years ago, is located 


on a main thoroughfare, in the heart of the residence 
district of industrious wage-earners, for the most part 
of foreign birth or descent, and most of the sales of 
sporting goods are to men employed in shops and mills 
The store is noted much beyond this neighborhood for 
its attractive window displays. [Evidently the merchants 
do not assume that these thrifty, hard-working people 
never play or do not like good and attractive merchan- 
dise. Rather it is assumed that these men who work 
with excellent equipment and earn good wages, like 
much of the good things of life and that they play as 
earnestly and energetically as they work. 

A large stock of guns is maintained, covering a price 
range from $18 to $85 and experience teaches that a 
double barreled shotgun selling for about $35 is a best 
volume item. 

The store, under certain conditions, does a credit busi- 
ness but guns are sold only for cash. [Experience has 
shown that if a gun purchaser is thrown out of work 
or other financial crisis comes, about the first move is 
to ask that the unpaid for gun be taken back. 

Just now the firm is planning a meeting to be held 
next year before the hunting season opens to dis- 
cuss plans and equipment. Invitations to this meeting 
will be sent to those for whom hunting licenses were 
obtained this year. These 1000 addresses cover a con- 
siderable area and the sales to those who live outside 
the natural trade territory is a considerable item. 





SENSE BAL LO RA 








90) HARDWARE AGE for SEPTEMBER 13, 





Kokomo’s Speedy Electricar 


A new and radically different electric 
toy has recently been placed before the 
trade by the Kokomo Stamped Metal Co., 
Kokomo, Ind. The Electricar is a minia- 
ture Of the latest and fastest types of real 
racing automobiles, operating by electric- 
ity through a step-down transformer from 
any light socket. 











Powered by an electric motor, the Elec- 
tricar is capable of obtaining good -_ 
and has remarkable endurance. It | 

| 
| 


on the inside or outside of a special 20 
ft. flexible spring steel fence which can be 
placed in any position or shape, due to its 
flexibility. A special steering arrange- 
ment keeps the car to the fence regardless | 
of its shape. The toy is enameled in three | 
colors, has a. nickel radiator, genuine 
moulded rubber tires and comes complete 
with tracks, attractively boxed for display. | 


| 
| 


Sturdy Auto Pedal Bike 


The Auto-Wheel Coaster Co., Inc., North | 
Tonawanda, N. Y. recently announced a 
new addition to its line of scooters, baby 
walkers, etc, in the Auto Pedal Bike. 
This new device is unique in construction, 








heing made along the same lines as large 


between the ages of 2 to 5 years. 

The Auto Pedal Bike is unusually strong. 
The frame and forks are made from round 
edge steel securely braced. It is finished 
in orange and green and the seat is sup- 
ported by three high tempered steel springs. 


Yellow Baseball Introduced 
Into American Assn. Game 


A yellow baseball was introduced into 
a professional baseball game for the first 
time, in a recent game of the American 
Association at Milwaukee, Wis. Thomas 
J. Hickey, president of the associatign, 
witnessed the game and seemed pleased 
with the result. 

The ball was not stained or discolored 
after it had been several innings in play. 
It is said that the yellow baseball has a 
greater degree of visibility than the white 
ball. Another advantage of this new color 
ball is that it does not have the glaze or 
glare that a white ball has, so that it is 
not necessary to waste time in removing 
this glaze. The ball does not show soil 
marks. 

It is understood that this ball will be 


| 
| 


velocipedes, although appealing to the child | 





tried by other teams in the American Asso- 


ciation, and after it has been put through 
a thorough test will be discusse@d at the 
fall meeting of the association, and if 
generally approved may be adopted next 
season. 


Did You Know That— 


signed with “speed” as the objective. Shoes, 
pants and guards are lighter and designed 
to give maximum protection with minimum 
weight. 


New “Toys That Teach” 


Among the newer “Toys That Teach” 
manufactured by The Embossing Co., Al- 
bany, N. Y., are the “Tiny Town Transit,” 
and the “Tiny Town Furniture Sets.” 

Tiny Town Transit Set consists of var- 


| ious sMaped wood pieces, including many 


All new football equipment has been de- | Wheels, with which the child can build a 


complete train of cars or four or five dif- 
ferent styles of automobiles. Packed in a 


| cardboard box with a six color label 


Nine golf ball manufacturers recently | 


formed an association. It will try to elimi- 
nate unfair competition; to adopt a code 
of ethics and to place the industry on a 
sound eccnomical basis. L. W. Crandall, 
of the 
association. 


3urke Golf Co. is president of the | 


Football season opens on Saturday, Sept. | 


22 and the majority of teams will be play- 


ing by the following Saturday. 


Wooden Animal Pull Toys 

An attractive new line of wooden toy 
animals, mounted on wheels with a cord 
for pulling, has been announced by Lovell 
Mfg. Co., Erie, Pa. In the No. 5u line is 


a grotesque bird, a nodding rabbit, a balky 





mule, a race horse, a flying duck, a mother 
witch and several other toys. These pull 
toys are well finished in assorted colors 
and color combinations. Some of the toys 
have action secured by wheels off center 
which give the impression of jumping. The 
balky mule has a neck made of a spring, 
The flying duck is illustrated. 





The company is also manutacturing an- 
other line of pull toys, designed to sell at 
a lower price. This No. 25 line consists 





The Tiny Town Furniture Sets are fur- 
mished with a wax finish in attractive 
colors. Each set contains just enough 


} 
| pieces to furnish an up-to-date room. Most 


| 
| 


| 
| 
| 


of a pig, dog, bear, horse, elephant and | 


camel. These have the same rich finish 
as the toys in the No. 50 line. Each toy 
is wrapped in paper and packed two dozen 
in a celled shipping carton. The elephant 
is illustrated. 


of the pieces are made in two or more parts 
with a friction slot, so that children can 


| put them together cr take them apart easily 








With each set is furnished a room de- 
sign printed in colors on heavy cardboard. 
The room is locked into position by a spe- 
cial arrangement which is explained on 
the box. Living, dining and bed room sets 
are manufactured by the company. 


Angle Tee for Longer Drives 


Longer drives and a speedier golf game 
are said to result if the Angle Tee is used. 
This new type tee, manufactured by The 
Angle Tee Co., Meriam Bldg., Cleveland, 
Ohio, goes into the turf at anangle. When 





the club head approaches the ball, it strikes 
the angle, leaving the ball suspended in 
midair for a clean stroke. As there 1s 
nothing for the club to catch on, the tee 
remains right where it was placed. 
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J. F. Parrish Passes Away— 
Was Director of Western Assn. 


J. F. Parrish of the retail hardware firm 
of Frank Parrish & Son in Hamilton, Mo., 
died recently as a result of injuries sus- 
tained in an automobile accident. 

Mr. Parrish, who was known through- 
out Western Retail Implement and Hard- 


ware Association circles as “Jake,” will 
be very much missed. He had been for 
the past six years a director of the 


Western association. At the September 
meeting of the board of directors of this 
organization, a tribute to his memory was 
made and a resolution of sorrow adopted. 
Mr. Parrish’s mother and sister survive. 
Further particulars will be published 
next week. 
Niagara Metal Stamping Corp. 
Becomes Premax Products, Inc. 


Effective Aug. 15, the name of the Ni- 


agara Metal Stamping Corp., Niagara 
Falls, N. Y., was changed to Premax 
Products, Inc., in order that the com- 


pany may be more closely allied with the 
trade-marked name of its various products. 

For many years this concern has manu- 
factured brass and aluminum numbers, 
letters and signs, telescoping steel tent 
poles and assemblies, rustproof stakes and 
various other metal products, distributed 
under the name of Premax. 

The change affects the name of the com- 
pany only and is done to capitalize the 
consumer acceptance of the name Premax. 
No change in policy or personnel is con- 
templated. The company has taken over 
the manufacture and sale the Liberty 
Line of toy boats and novelties which 
will be handled as a separate division 
known as Liberty Playthings, Inc., also of 
Niagara Falls, N. Y. 


of 


Boston Woven Hose Announces 
Several Changes in Personnel 


\fter serving many years as head of 
the service department of the Boston 
Woven Hose & Rubber Co., Cambridge, 


Mass., W. A. Briggs has been appointed 
sales manager. 

R. J. Owens has been made merchandise 
manager and H. F. Maxon becomes dis- 
trict field manager in charge of the terri- 
tory including New York, New Jersey, 
Pennsylvania, Delaware and Maryland. 


H. D. Sharpe Serves on U. S. 
Chamber of Commerce 
Committee 


Henry D. Sharpe, president ¥ % Me & | 
Sharpe Mfg. Co., Providence, who 
was formerly chairman of on ptm 
commerce advisory committee of the United 
States Chamber of Commerce, will serve 
on that committee for the ensuing year. 

Other members of the foreign commerce 
committee include: Harry A. Black, presi- 


dent, Black Hardware Co., Galveston, 
Tex.; E. A. Emerson, vice-president and 
general manager Armco __ International 
Corp., Middletown, N. Y.; Henry H. 
Morse, sales export manager, Florence | 
Stove Mfg. Co., Boston: Harold F. Sey- | 
mour, vice-president, Columbian Vise & 








| 
| 





Ohie,. and L. P. 
International Har- | 


Mfg. Co., Cleveland, 
Thayer, vice-president, 
vester Co., Chicago. 





William Geller, Jr., to Have 
Charge of Mail Order Depart- 
ment, Geller, Ward & Hasner 


Geller, Ward & Hasner Hardware Co., 
St. Louis, Mo., announce the appointment 
of William Geller, Jr., in charge of their 
mail-order department, effective Sept. 1, 


1928. 








WM. GELLER, JR. 


Mr. Geller is a young man, 28 years of 
age. He has had considerable experience 
in general and builders’ hardware, machin- | 
radio, etc., | 
represented a number of | 
manufacturers sales representative in 
that section of the country. He will also 
be in charge of the company’s confidential 
weekly loose leaf price service. | 

Mr. Geller, whose father, H. W. Geller, 
president of the company, is a well known 


ists’ supplies, auto accessories, 


and formerly 


as 


figure in the hardware trade of the coun- 
try, will have the good wishes of a host | 
of friends. It is expected that he will be 


a valuable asset to the company. 


Federal Enameling & Stamping 
Co. Issues New Portfolio 


“How To Sell More Enamelware” is the 
title of a new portfolio recently completed 
by the Federal Enameling & Stamping Co., 
Pittsburgh, Pa. 

Believing that a popular priced line of 
a high quality porcelain steel enameled 
ware with just a touch of color would 
meet with popular acceptance by the trade, 
the company designed and is offering to the 
trade seven pieces of enamelware together 
with dealer helps. 

The portfolio tells why the company has 
placed this new “Green Beauty” line on the 
market. It shows proofs of advertisements 
prepared for trade paper use and describes | 
as well as illustrates counter and window | 
displays that can be prepared with the | 
enamelware and the dealer helps. 

“Green Beauty” is triple coated white 
porcelain enameled steel ware with beau- | 
tiful apple green bead handles and deco- 
rations. The items are a percolator, a dish | 
pan, a deep dish pan, a quart combinet, a | 
water pail, a convex kettle and a tea kettle. 


| Foster-Farrar Co. Reorganizes— 


C. A. Foster New President 


Fred A. Farrar, who for 13 years has 
been president of the Foster-Farrar Co., 
retail hardware firm at 162 Main Street, 
Northampton, Mass., has retired from the 
organization. 

Charles A. Foster, treasurer of the com- 
pany, has been elected president; H. A. 
Strong is the new treasurer and W. W. 
Darby is clerk of the corporation. These 
men have assumed Mr. Farrar’s share in 
the business. 

Mr. Foster has been with the 
since its inception, previous to which the 
concern was known as Foster Bros. He 
started his hardware training with the J. 
A. Sullivan Co., also of Northampton. 
Mr. Strong has been with the corporation 
since its organization and Mr. Darby joined 
the company 12 years ago. He was pre- 
viously connected with Whitcomb & Faulk- 
Palmer, Mass.; J. Russell Co., Hol- 
Mass., and Burlingame & Darby Co., 
Adams, Mass. 

The Foster-Farrar Co. has a 
hardware store, recently installing 
show windows and open top display tables. 


company 


ner, 
yoke, 
North 
modern 
new 


Keystone Brass & Rubber Co. 
Moves to Larger Quarters 
to better serve its many 
tomers, the Keystone Brass & Rubber Co. 
has moved from 826 Arch Street to 811 
Chestnut Street, Philadelphia, Pa., where 


In order cus- 


it occupies more than four times the tor- 
mer space. 

New equipment has been installed and 
the company states that it is now in a pe- 


sition to give even better service than ever. 
The company manufactures rubber and 
brass plumbing specialties. 


Special Car Leaves Chicago 
for Hardware Golf Tournament 


In order to accommodate hardware men 
who are going from Chicago to the Hard- 
ware “Golf Tournament at Excelsior 
Springs, Mo., on Sept. 14, 15 and 16, there 
will be a special car attached to train No. 


25 of the Chicago, Milwaukee, St. Paul 
& Pacific R. R. leaving the Union Station 
in Chicago on Thursday, Sept. 13, at 6 
p. m., central standard time. This train 
will arrive at Excelsior Springs at 6.48 
Friday morning. 


Reservations on this special car may be 
made directly with B. J. Schilling, General 
Agent Passenger Dept., 100 W. Monroe 
St., Chicago, Ill. 


Air Reduction Co., Inc., Buys 
Ohio Oxygen Co., Niles, Ohio 


Inc., 


On Aug. 1, the Air Reduction Co., 
City, 


342 Madison Avenue, New York 
purchased the business and property of the 
Ohio Oxygen Co. at Niles, Ohio. 

The Air Reduction Co., Inc. and the Air 
Reduction Sales Co. have now the produc- 
tion and distribution facilities of 37 oxygen 
plants and 20 acetylene plants. These with 
warehouses give the company 110 distribut- 
ing points for oxy-acetylene gases, equip- 
ment and supplies. 
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Peoples National Bank Elects 
R. J. Atkinson a Director 


Congratulations are being received from 
all sources by R. J. Atkinson, of Brooklyn, 
N. Y., past N. R. H. A. president, upon 
his recent election as a director of the 
Peoples National Bank, Brooklyn, N. Y. 
Mr. Atkinson fills a vacancy created by 
the death of George W. Baker. 

About 20 years ago Mr. Atkinson be- 








R. J. ATKINSON 











came interested in the formation of the 
bank and was one of the criginal stock- 
holders. He is a member of the advisory 
board of the N. R. H. A., a member of the 
3rooklyn Chamber of Commerce, 


of Old Brooklynites, a director of the 


| ing an L. C. Smith ventilated rib, Hunter 
one-trigger, double shotgun manufactured | 
| by The Hunter Arms Co., Inc., Fulton, 


Society | 


N.Y. State Retail Hardware Association, | 


a founder and active member of the 
Brooklyn Retail Hardware Association 
and a director of the Richmond Hill In- 


vestment Co. 


H. L. Gray Enters Hardware 
Dept. of Sears, Roebuck & Co. 


i 
executive in the buying department of the 
Simmons Hardware Co., St. Louis, Mo., 
has joined Sears, 
cago, Ill., and will be in this organization’s 
hardware department. 

Mr. Gray joined the Simmons company 
in 1915 as a tool buyer, leaving the Rich- 
ards & Conover Hardware Co., Kansas 
City, Mo., to accept this position. For the 
past four years he has served the Simmons 
company principally in the buying depart- 
ment in charge of all purchasing. The 
many friends in the trade who have become 
acquainted with Mr. Gray during his long 


Gray, who recently resigned as an | 


| 


and successful career wish him well in his | 


new position. 


I. Andrews With L. C. Smith Gun 
Wins Grand American Handicap 


At the Grand American Handicap and 
Championship trap shooting contest held in 
Dayton, Ohio, during the week of Aug. 
20, users of L. C. Smith guns were very 
successful and won five championships. 
\ndrews of Spartanburg, S. C., | 

for their benefit. 


Isaac 
won the handicap and championship, shoot- 


NY, Bie: 
frem 20 yd. 

High averages went to many Smith gun 
users, and several class championships 
were also awarded to users of this make 
of gun. 


Andrews broke 95 targets 


DeForest Radio Co. Reorganizes 
Puts Four New Tubes on 
Market 


The DeForest Radio Co. has recently 
been reorganized in Jersey City, N. J., 
and is making rapid strides in getting into 
mass production on an improved line of 
radio vacuum tubes or DeForest Audions. 


Four new tubes have been placed on the | 
market for special and general purposes, 


and other types will soon be announced. 
James W. Garside is president of the 


company, Dr. Lee DeForest is director of | 


research, A. B. DuMont is chief engineer, 
and H. C. Holmes sales manager. 


New England News Notes 


Moe Cohen, proprietor of the Haymar- 
ket Hardware Co., Boston, has been made 
a director of the Boston National Bank. 


*x* * * 


John Gaffney has bought out McCul- 
lough Bros., 100 Broadway, Somerville, 
Mass., and will operate the store under 
the firm name of the Century Hardware 
Co. 

o* * * 

Louis J. Krauss will soon occupy quar- 
ters at 632 Adams Street, Dorchester dis- 
trict, Boston, under the firm name of 
Adams Hardware Store. 





Foreign Lighting Officials 
Spend Day at Nela Park 
On Sept. 12, sixty members of the In- 


ternational Illumination Congress, com- 
posed of lighting executives and _ special- 


Rachels &- Co. Chi- | ists from England, France, Germany and 





other foreign countries spent a full day at | 


Nela Park,"Cleveland, Ohio, home office of 
the National Lamp Works of General 
Electric Company. 


After being welcomed by Dr. Charles | ’ 
| to competitive problems of the time. 


A. Eaton, Congressman from New Jersey, 
an inspection of the Nela School of Light- 
ing was made, followed by their reviewing 
the unique home lighting playlet entitled 
“Lit Up,” presented by the Engineering 
Department. An interesting trip through 
the Lighting Research Laboratory, where 
many displays of light and color are 
visually demonstrated preceded a luncheon 


| given at Nela Camp. 


The mightiest of all incandescents, the 
50,000 watt lamp, built by General Electric 
engineers, was displayed accompanied by 


many votes of approval and enthusiasm | 


for its possibilities. Just before this group 
departed for Detroit, the street lighting 
demonstration on East 152nd Street in 


| Cleveland, where 40 different methods of 
lighting streets are set up, was turned on | 
| tion at the services for Mr. Hussie. 


Mrs. Catherine Hussie Dies— 
Widow of Late M. D. Hussie 


Mrs. Catherine Hussie, wife of the late 
past N. R. H. A. president, Maurice D. 
Hussie of Omtaha, Neb., passed away re- 
cently at her home at 3432 Lafayette Ave- 
nue, Omaha. Mrs. Hussie had been in 
good health, but her condition grew stead- 
ily worse after her husband’s death on 
Aug. 10. Physicians were unable to dis- 








MAURICE D. HUSSIE 











cover any organic disease, and relatives 
who attended her believe that she died of 
a broken heart. Mrs. Hussie is survived 
by a daughter and three sisters. 

The late Mr. Hussie was at the time of 
his death president of the John Hussie 
Hardware Co., Omaha, and a vice-presi- 
dent of the Nebraska Hardware Mutual 
Insurance Co. 

Mr. Hussie was born in Beloit, Wis., on 
Jan. 19, 1868, and when 10 years of age 
was taken by his parents to Tilden, Neb., 
and four years later to Omaha. Here he 
attended Creighton College of Arts, and 
after graduating entered into the hardware 
business with his father, John Hussie, and 
his brother, J. H. Hussie. 

For several years before and including 
1915, Mr. Hussie had served the National 
Association as a member of the trade rela- 
tions committee, which had for a long time 
been active in handling questions relating 


He was elected to the board of gov- 
ernors of the N. R. H. A. at the 1915 St. 
Paul convention, and was made vice- 
president of the association in 1917. His 
elevation to the presidency took place in 
June, 1918, at the Cedar Point, Ohio, con- 
vention. 

Mr. Hussie was at the time of his death 
a vice-president of the Nebraska Hard- 
ware Mutual Insurance Co., and was pres!- 
dent in 1912 of the Nebraska Retail Hard- 
ware Association. He was largely in- 
strumental in the development of the Hard- 
ware Mutual to its present high plane, and 
had always been an active association 
worker. 

Herbert P. Sheets, managing director 0! 
the N. R. H. A., represented that organiza- 




















— 


s. A. Atkins Joins Chatillon 
As Sales and Advertising Mgr. 


S. A. Atkins, formerly sales manager of 
the Wm. L. Gilbert Clock Co., Winsted, 
Conn., has been appointed sales and ad- 
yertising manager of J. Chatillon & Sons, 
85 Cliff Street, New York City. 








8S. A. ATKINS 











Mr. Atkins was in charge of the Gilbert 
company’s sales for about four years. 
Previous to this affiliation he had been 
connected with a Boston wholesale paper 
business. Through his sales activities in 
the last few years he is well known in 
wholesale hardware houses throughout the 
country. 

J. Chatillon & Sons expect to introduce 
several new specialities in tool knives 
within the next few months, and _ several 
additions to the Chatillon line of butcher 
and professional knives are anticipated. 


Winchester Repeating Arms Co. 
Appoints Officers 


At the August meeting of the board of 
directors of Winchester Repeating Arms 
Co., several important changes in the 
officers of the company were approved. 
Frank G. Drew, who has been president 
of the company for the past four years, 
was chosen chairman of the board in place 
of Louis K. Liggett, who resigned as 
chairman of the board to become chair- 
man of the executive committee of the 
board of directors. William A. Tobler 
was advanced to the presidency of the 
company to fill the vacancy made by the 
election of Mr. Drew as chairman of the 
board. 

Mr. Drew has been with Winchester 
Repeating Arms Co. for well over a quar- 


ter of a century, and during his term as | 
president the company has shown a very | 


gratifying progress. He is one of the best 
known men among the hardware trade of 
the United States and is known personally 
to practically all the jobbing trade. In 
succeeding Mr. Liggett as chairman of the 


. 


| board, Mr. Drew will have broad scope 
| for the utilization of his knowledge of the 
trade in behalf of the interests of Win- 
chester Repeating Arms Co. 











FRANK G. DREW 


Mr. Tobler, the new president, came to 
| the company in 1924 as vice-president, and 
was two years ago made general manager 
of the company also. The new president 
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has in the four years he has been with the | 
| company made a splendid record in solving | 


Be 








WILLIAM A. TOBLER 


the problems which faced the company, 
and to him goes a very large share of the 
credit for the splendid and_ increasingly 
satisfactory showing which the company 


has been making. 

| To fill the vacancy among the vice-presi- 
| dents created by the advancement of Mr. 
Tobler, the board selected Leslie H. 
be vice-president and treasurer. 
officers remain as before. 





Thompson, treasurer of the company, to | 
The other | 
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W. K. Holt Dies—Past President 
of Carolina Association 


W. K. Holt, a member of the Kirk- 
Holt Hardware Co., Burlington, N. C., 
passed away recently. His death occurred 
very suddenly and was a great shock to his 
many friends. 

















W. K. HOLT 


Mr. Holt was a past president of the 
Hardware Association of the Carolinas 
and served for a number of years as a 
director of the Hardware Mutual Fire 
Insurance Co. of Charlotte, N. C. He 
was vice-president of this organization 
when he died. Mr. Holt was a prominent 
merchant, an active association worker 
and a leader in many community enter- 
prises. 


New Zealand Dealer Needs 
Auto Accessory Catalogs 

We have recently received the following 
letter from Peter C. Boyle, wholesale and 
retail ironmonger of 41 Victoria Street 
West, Auckland, New Zealand: “Please 
use your endeavor to secure for me a num- 
ber of catalogs covering automobile acces- 
sories. I am sure that a big business can 
be secured with this” merchandise here. 
Thanks for the weekly editions of Harp- 
WARE AGE, they are very much appreci- 
ated.” 

Catalogs and price lists covering auto- 
mobile accessories should be sent directly 
to Mr. Boyle at the above address. 


To Stimulate Bicycle Sales 
This Fall Through Advertising 


With the purpose of stimulating the sale 
of bicycles and scooter-bikes a large ad 
vertising campaign is planned for this fall 
season, the cost of which will be largely 
defrayed by the coaster brake manufac- 
turers of the country. 

The Cycles Trade of America, compris- 
ing manufacturers of bicycles and _ bicyle 
accessories as well as jobbers, is active in 
this movement to promote a greater use of 
the bicycle and sccoter bike. 


onuvionaeiltesitvedinnisitanies 
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~Washington News Letter 


Political Campaigns Getting Under Way—Questions of Business World to Be 
Under Discussion—William Francis Whiting to Continue Policies of Hoover in 
Commerce Secretary’s Office—Manufacturer Not to Use Picture of “Uncle Sam”— 


(Washington office of HakDWARE AGE) 

The political campaigns now are 
getting under full steam and the| 
country soon wili hear discussion of 
most every problem imaginable. It is 
by no means going to be a campaign 
of restriction, having to do with the 
wet and dry, the tariff and the agri- 
cultural problems. These, of course, 
are interesting and vital to business 
and industry. But questions of impor- 
tance which come even more immedi- | 
ately to the retailer and wholesaler 
are to be taken up. It already has be- 
come known that the Hoover campaign | 
calls for the setting up of a collateral 
organization which will discuss such 
problems as over-production, cut-throat 
competition, buyers’ market, volume of 
sales at no profit, and related ques- 
tions. The plan is understood to pro- 
pose the establishment of groups 
within each industry and trade to de- | 
velop the thought many of the business 
ills are due to a lack of knowledge of 
the costs of doing business with the 
resulting tendency to sell below cost, | 
the disorganization of any industry or 
trade by such practices and by “margi- 
nal producers.” 

The remedy to be suggested, it is un- 
derstood, will be closer organization of 
trade associations, education of mem- 
bers on cost systems, gathering and 
dissemination of statistics on produc- 
tion, orders and stocks. These activi- | 
ties, it is felt, will stabilize industries 
and remove temptations to fix prices 
by agreement, promote “self-govern- 
ment,” and reduce embarrassment 
caused to Government law-enforcing | 
agencies, by action against practices | 
which are forced by economic necessity, | 
but which are illegal and which could | 
be changed into legal forms by the 
methods suggested. 

These remedies, it will be seen, fit | 
in precisely with ideas Mr. Hoover has | 
always associated himself and which 
he promoted energetically when he was | 
Secretary of Commerce. It is expected | 
that they will be urged that business | 
groups can help themselves by organ- | 
izing for the election as President of | 
a business man who is already ac- | 
quainted with their problems. At the | 
same time the efforts to be made will | 


| take advantage of his invitation. 


Hardware Exports 


By L. W. Moffatt 


take a direction that will avoid traae 


associations and other business groups | 
| in the campaign so that they will not 


be mixed up in politics. 
It is conceivable that the Smith cam- 
paign will institute some such a move- 


ing to the Commission, the products are 
not incombustible or fireproof so as to 
be properly and accurately described as 
“fire safe” or secure against fire. 


ment, although naturally it may not | 


follow the precise lines. Supporters 


of the Governor of New York, as indi- 


cated by prominent industrial leaders 
in charge of his campaign, are recog- 


nized as being well qualified to take up | 


such an issue and to expound the con- 
viction that Mr. Smith also has shown 
in a marked degree his understanding 
of business and economic problems. 
Both the Hoover and Smith camps 
are being pressed now by groups of 
independents for statements on the 
subject of chain stores, disorganization 
of retail and wholesale trade through 
direct sales by manufacturers at spe- 


cial prices, etc. It is believed, however, | 
that both Hoover and Smith will seek | 
to dispoge of the issue py pointing out | 


that an’ inqyiry of this nature now is 


underway by the Federal Trade Com- | 


mission. 


William Fairchild Whiting, the new 
Secretary of Commerce, has announced 
that he will continue the policies inau- 
gurated by his predecessor, Herbert 
Hoover. 


service they have received at the hands 
of Mr. Hoover. Himself a_ practical 
business man, a prominent paper man- 
ufacturer, Mr. Whiting comes from 
Holyoke, Mass. He has entered upon 
his new duties and is familiarizing 
himself with them. He has shown every 
indication of becoming quickly ac- 
quainted with the multiplicity of his 
duties and has declared a desire to see 
and consult with all who may want to 
His 
will be an open door policy for busi- 
ness of the country and this should 
mean much to it. 


A manufacturer of patent paper roof- 
ing material has signed a stipulation 
agreement with the Federal Trade Com- 
mission to discontinue advertising its 
products with the words “fire safe, 
lower insurance,” when in fact, accord- 


This means that the business | 
interests of the country will continue | 
to receive the broad and widespread | 


A picture of the character known 
and recognized as “Uncle Sam” was 
| carried in advertisements by a corpora- 
| tion engaged in the fabrication of 
fences from wire, along with the state- 
ment “the fence Uncle Sam _ recom- 
mends.” Another assertion was that 
the wire was “just double the strength” 
| of ordinary wire and was “double gal- 
vanized.” These statements were found 
by the Federal Trade Commission to be 
misleading. The wire was not recom- 
mended by the Government and was 
not double strength or double galvan- 
| ized, according to the Commission. 
The manufacturer signed a_ stipulation 
agreement to cease and desist from 
such alleged misrepresentation. 


Exports of hardware and allied prod- 
| ucts from the United States for the 
first seven months of 1928 were val- 
ued at $41,001,251, an increase of 
$2,548,225 over the corresponding period 
of 1927, when shipments were valued 
at $38,453,026, according to the Iron 
and Steel Division, Department of Com- 
merce. Of particular note were the 
shipments of hand tools, which in- 
creased more than $1,000,000 in the 
1928 period over the shipments of the 
1927 period. Exports of stoves and fur- 
| naces increased more than $600,000 and 

exports of abrasives increased more 
than $500,000. 

The following table indicates the ex- 
' tent of this trade in the various hard- 
| ware groups: 
| United States 
Allied Products, January 

Inclusive, 1927 and 

1927 


$5,298,295 


and 


Exports of Hardwars 
July, 


to 


1928 


Hardware 





OT ee | a 11,212,618 
bs a Orie ere 6,768,781 
Stoves and Furnaces 2,396,571 
po RR ter re 4,254,486 
Lamps and Illuminat- 
ing Devices ........ 1,456,504 
Plumbing Fixtures... 1,631,117 
Household Utensils.. 957,847 
Chains, Scales and 
Balances, etc....... 4,476,807 4,664,004 
$38,453,026 $41,001,251 
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Jobbers Report Business Good— 


Outlook for Fall Encouraging 


NEW YORK, Sept. 12.—General conditions, as reported by the 
leading market centers, are in a very satisfactory condition at the 


present time. The western and 


| yet economies in cperation 


middle western sections of the 


country are now reporting highly satisfactory crops and the indi- 


cations point to an increased buying power of the consumers in 
The industrial situation is also showing marked 
Eastern mills and factories are giving more sus- 
tained employment than they have for some months. 

Jobbers and retailers are looking for a good volume of profitable 


rural districts. 
improvement. 


trade during the balance of the year. 


The price situation at press time is 


having been listed this week. 


Collections are fairly satisfactory at this time, but improvement 


is looked for. 


Rise of .3 Per Cent in Commodity | 
Prices 
That commodity prices during the week 
ended Sept. 1 advanced 3/10 of 1 per cent 
is indicated by the wholesale price index 
of the National Association. 
Eight of the groups 
three slight declines and three remained 
unchanged. 
The groups that 
foods, grains, feeds, and livestock, textiles, 


Fertilizer 


showed advances, 


advanced were fats, 
chemicals, miscellanecus commodities, met- 
als. Small declines occurred in building 
materials, fuel and mixed fertilizer. 

Based on 1926 as 100 and 451 commodi- 
ties, the index stood at 95.3 for the week 
ended Sept. 1, and 95 a week ago. 


Reviews Indicate Outlook 
Favorable for Fall Trade 


Optimism for fall trade is indicated in 
the reports of Bradstreet’s and R. G. Dun 
& Co. Iron and steel industries and heavy 
crop yields in the agricultural districts | 
pressage a strong demand for merchandise 
throughout the country. County fairs, 
Pageants of progress and buyers’ weeks 
have been productive of stimulated busi- | 
ness with jobbers and retailers. 

The recent reluctance of the summer | 
temperatures to disappear caused the stocks | 
of summer goods to be pretty well de- 
pleted, leaving retailers in a good position 
for the coming season. 


| exporting 


| the stock market apparently is a mani 


steady. Very few changes 


The past week has seen a rise in the 
of grains, and this may have 
to with the in | 
which, if they continue, will aid } 


something do firmness 
prices, 
retail business considerably. 

R. G. Dun & Co.’s current summary of 
general business said: 

“No new commercial movements of out- | 
standing importance have either been ex- 
pected or witnessed, but the sustained vital- 
ity of conditions in various lines is having 
a constructive influence. Sentiment is sup- 
ported by the relatively favorable results 
in different channels, particularly in cer- 
tain of the major industries, and Septem- 
ber begins with prospects mainly encour 
aging. 
a secondary place, being overshadowed by 


Such adverse aspects as exist hold 


phases of an opposite character, and there 
is a foundation the 
that normally should come with the autumn 


strong for progress 
season. 


“Indications of pending expansion, as 
well as of some actual current gains, ap 

pear in dispatches from widely separated | 
sections and diversified trades, while the | 
general agricultural better 
now than had seemed likely early in the 
year. The broad significance of that fact | 
in ‘its bearing on the future is obvious, 
and the renewed activity and buoyancy of 


situation is 


festation of confidence in the business 
outlook. 
“Reports of earnings by corporations 


have revealed improvement over the re- 


| . . . . | 
| turns for 1927 in a majority of instances, | 


| arations 
| commitments are being made, 


| and the gradually increasing firmness of 
commodity prices, notably in iron and 
steel, is strengthening the position of 


some sellers. Continued keen competition 


for orders in many quarters not unnatur- 


| ally tends to keep profit margins narrow, 


are an offset- 
ting element, and the financial status of 
many companies is satisfactory 
“That condition is evidenced by the un- 
now in 
settle- 


usually large total of dividends 


course of disbursement, and these 


| ments, in conjunction with other outlays 


of funds, have maintained money rates at 
comparatively high levels. Despite that 
seemingly retarding factor, however, prep- 
commercial 
and there is 
will 


for an extension ot 


fall volume 
an average growth. 
vacations 


an expectation that the 
disclose at least 

“With the practical ending of 
and the accelerated movement of crops, a 
new stimulus should be imparted to trade, 
and signs of a quickening of demands, 
both to cover present and forward needs, 


are becoming more numerous. 


Commercial Failures Relatively 
Large for Week 

number of commer 

R. G. Dun 

389, as 


Two wecks 


A relatively large 
cial failures were reported to 
& Co., this week, the number being 
compared with 377 last week 


reached 404. 
of this 


agc, however, the number 
. ’. > 6 9 
Comparing with the 344 failure 


week of 1927, there is an increase of 45, 
with all geographical sections showing 
more defaults this week. Of the current 
week’s insolvencies, 226 had liabilities of 
more than $5,000 in “each case, which is 
substantially above the 186 similar fail 
ures a year ago. 

The number of failures in Canada this 
week rose to 35 from 29 last week, but 


there is a slight reduction in comparison 
with the 37 defaults reported to R. G. Dun 
& Co. a year ago. 

3radstreet’s reports 287 failures for the 
week in the United States, as compared 
with 350 for the previous week and 295, 
308, 283 and 215 for the corresponding 
weeks 1927 to 1924. The New England 
States had 34, Middle Atlantic 65, West- 
ern 68, Northwestern 16, Southern 66, Far 
Western 26. Canada had 31 defaults for 
the week, against 28 for the 
week. In the United States 71.7 per cent 
cf the concerns failing had $5,000 capital 
or less, and 19.8 per cent had from $5,000 
to $20,000 capital. 


previous 
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Price Revisions Have Been Made 


in the Chicago Hardware Market 


Chicago Office of HARDWARE AGE.” 


CHICAGO, Sept. 11.—Rope manufacturers have announced prices 
for the September-October period and jobbers have accordingly re- 
duced their quotation on manila rope. Sisal rope prices remain un- 
changed. Paint companies have raised the price on turpentime and 


lowered it on both raw and boiled linseed oil. 


Flashlight unit bat- 


teries were reduced by manufacturers approximately one-third. 


This enables the dealer to sell the former 15c. unit for 10c. 


To off- 


set the decline on batteries, prices on flashlight cases were advanced 


about 10 per cent. 


Seasonable merchandise continues in good demand. 


Increased 


activity is noticeable in axes, alarm clocks, auto tires, bicycles, husk- 
ing gloves, husking pins, corn knives, fall sporting goods, window 
glass, builders’ hardware, stoves, stove supplies and weather strip. 


Jobbers report a good volume in futures. 
enjoying a good volume of business. 


favorably with that of last year. 


Paint companies are 
Business in general compares 
Agricultural conditions are con- 


sidered good in the Chicago trade territory. 
Business is reported good by steel mills in the Chicago area. Most 
mills continue to operate at 80 per cent of capacity. Steel prices 


are generally stronger. 


Although improvement is expected with the marketing of good 
crops in this section, the credit situation, as yet, remains fair. 


ALARM CLOCKS.—With the opening 
of the school season alarm clock sales 
are showing an increase. Prices remain 
firm; stocks are complete. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: | 

Big Ben, $27.48 per doz.; Big Ben 
Lum., $37.92 per doz.; Baby Ben, 
$27.48 per doz.; Baby Ben Lum., $37.92 
per doz.; Ben Hur, $21.12 per doz.; 
Ben Hur, luminous, $29.52 per doz.; 
Blue Bird, plain dial, $14.64 per doz.; 
Blue Bird, luminous dial, $21.12 per 
doz.; Sleepmeter, $16.80 per doz.; 
Sleepmeter, luminous dial, $25.20 per 
doz.; America, $12.60 per doz.; Baby 
Ben DeLuxe, colored assortment of 
three clocks, 1 each rose, blue and 
green, $7.92 per assortment. Display 
stand included with each assortment. 

Tiny Tim, assorted colors, nickel, 
walnut, old rose, blue, green and yel- 
low. Come packed in an assortment 
of six, one of each finish, $9 per as- 
sortment. 

New Haven Tick Tock, assorted 
colors, green, red and yellow, $20.40 
per doz. New Haven Tom Tom, 
26.40 per doz.; New Haven Tom 
Tom, luminous dial, $34.20 per doz.; 
New Haven Tidy Tot, $26.40 per doz.; 
New Haven Tidy Tot, luminous dial, 
$34.20 per doz.; New Haven Quintet 
Pentagon Watch, silver dial, $15.84 
per doz.; New Haven Quintet Penta- 
gon Watch, radium silver dial, $19.92 
per doz. 


AUTOMOBILE ACC ESSORIES.—A 
continuance of the good demand for 
tires and tubes is expected during the 
month of September. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO: 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45¢. each; Champion Blue 
Box Line, 53c. each; A. C., 53c. each: 





lots of 100, 50c.; A. C., Special Ford, 


36c. each, 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 


$1.30 each. 

Pumps.—Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty , 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 
6.20, $3 


AXES.—Early orders here for chop- 
ping axes show a preference for the 
one-piece warranted quality, which are 
selling at last season’s prices. The 
manufacturers have restricted the out- 
put and raised the price of the so-called 
Service Grade, which is usually not 
warranted. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. CHICAGO: 
Handled Axes, warranted grade, 
single bit, 3 to 4 Ib., $18 to $20 per 
doz.; double bit, 3 to 4 lb., $23 to $25 
per doz.; handled axes, service grade, 
single bit, 3 to 4 lb., $15 per doz. 
BICYCLES.—Prices are stiffening up a 
little, due to advances in equipment. 
Slightly higher prices are possible; as 
the opening of school nears the demand 
has increased. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Double Bar Moto-Bike 


cylinder, 


Model, 


$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 


BOLTS AND NUTS.—Present sales 


| show an increase over last year. Prices 
| are steady. 








JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 


BOTTLING SUPPLIES.—Sales of the 
regular line continue active at un- 
changed prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Syphon Hose sets, $5 per dozen; 
bottle cappers, improved model, $9 
-per dozen; 16-oz. clear bottles, $5.50 
per gross; Crown caps, double lag. in 
bulk, 16c. per gross. 


BUILDERS’ HARDWARE.—The de- 
mand is good at unchanged prices. No 
further padlock manufacturers have re- 
ported reduction other than Yale & 


i Towne, who also lowered prices mate- 


rially on some items on the Miller line, 
as reported in these columns last week. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3 x 3% steel butts, old copper 
and dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3 per 
doz. pair, case lots: less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots; 
steel bit-keyed front door sets, $1.45 
per set; wrought brass, bit-keyed 
front door sets, $2.60 ner set; cylin- 
der front door sets, $6 per set. 

CHAINS.—Cow ties and halter chains 
continue in demand at steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


%-in. proof cow chains, $8.50 per 
100 lb. Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
2.75 per doz. 
COPPER RIVETS AND BURRS.— 
Sales are very good at stable prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Copper rivets and burrs, 40-10-5 
per cent discount. 
COTTON GLOVES.—Husking gloves 
are going out freely with the large 
corn crop in prospect. Prices are steady 
and without change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


CUTLERY. — Scissors and _ shears, 
pocket knives, butcher knives, butchers’ 
cutlery and all kinds of kitchen cutlery 
are in good demand. Dealers are re- 
plenishing their stocks, anticipating a 
good fall business. Stocks are ccmplete 
at firm, unchanged prices. 
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ELECTRICAL MERCH ANDISE.— 
Flashlight manufacturers have ad- 
vanced the prices on flashlight cases 
about 10 per cent. At the same time 
they lowered the prices on flashlight 
batteries approximately 33'% per cent. 
This enables the dealer to sell the for- 
mer 15c. unit for 10c. This was thought 
to be a competitive move. Flashlights 
and batteries are active. Christmas 
tree outfits for next year are the same 
as last. No other price changes were 
effected in this line. 


JOBBERS’ QUOTATIONS ies RE.- 
TAILERS, F.0O.B. CHICAGO 

Electrical Merchandise. — No. 14 
rubber covered wire $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 
ix lamp cords, $11.25 per 1000 ft.; in 


1000 ft. lots, $10.50; % in. brush brass 
key sockets, 13c. each; lots of 25, 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, 7c. each; 
dry cells, boxes of 50, 32%c. each; 
less than case lots, 36c, each. 
Electrical Appliances. —Iron Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; lots of six, $4.75; Per- 


colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5, 
$1.30; No. ¥* $3 each; packages of 
5, $2.80; No. $2.06 each; packages 
of 5, $1.92; No wrt $3.20 each; pack- 
ages of ce $2.97; No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; standard packages, lots, 
$2.06 each. 

iw -y Tubes.—UX- rer $1.05; UX- 

$3.50; UX-171A, $2. 

oe be al line, 
of less than 10, $9.90 each. 


FALL SPORTS.—The activity in fall 
sporting goods continues at steady 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Official stemless waterproof foot- 
balls, $9.25 each; Amateur foot balls, 
$1.15 each; Prep footballs, $1.70 each. 
Good quality curled hair filled boxing 
gloves, padded cuff, $4.35 set. 


FILES.—The file demand is normal. 
Rasps are active, with prices stable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: ‘ 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
list; Black Diamond files, 50 per cent 
off list. 


FLINT PAPER.—The market is firm. 
First quality, 9 x 11 sheets, are quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Size 0, $3.50 ream; size 00, $3.50 
ream; size %, $3.75 ream; size 1, 
$4.25 ream; size 1%, $5 ream; size 2, 
$5.75 ream; size 2%, $6.75 ream; size 
3, $7.50 ream. 


GALVANIZED WARE AND TIN 
WARE.—This line is in good demand. 
Prices remain low. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Standard galvanized after made 
tubs, No. 1, $5.75; No. 2, $6.50; No. 3, 
$7.65; 10 qt., galvanized after made 
pails, $2; 12 qt., $2.25; 14 qt., $2.50; 
1 gal, all galvanized oil cans, special, 
$2.35 doz.; 2 gal., $4 doz.; No. 3, 
gal., $5.75 doz.; 5 gal., $7 doz.; 1 bu.’ 
galvanized baskets, $6.25 doz.; No. 
of bailed % bu. galvanized measure, 


lots 


50. 


GLASS AND PUTTY.—Fall window 
glass activity has started. Prospects 
are good. Prices are unchanged from 
the reduction of Aug. 15. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B,. CHICAGO: 
Single strength A, all brackets, 87 
ber cent discount; single strength B, 
all brackets, 88-5 per cent discount; 


double strength A, all brackets, 87 
per cent discount; double strength B, 


and finishes. 





all brackets, 88-5 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS. — In 
spite of the attractive values available 
in competitive grades, the sales keep up 
surprisingly well on the best grades 
No price changes on these 
lines for several months past. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Hammers. — First quality, 10 oz. 

nail hammers, $12 doz.; 16 oz. ma- 





chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. | 
Hatchets.—First quality hatchets, | 
No. 2 shingling, $12.50 doz.; first | 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 


2 shingling, $8 doz.; medium quality | 
hatchets, No. 2 broad, $12.50 doz. | 


HANDLES, HICKORY.—The market | 
continues steady, with better general | 
demand for the better qualities. Orders 
are about normal. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
. 1 (new B. W.) hickory, 
No. 2 (new B. R.), $3 doz.; second 
growth hickory (new A. W.), $5 doz.; 
finest select second growth hickory 
(new A. A.), $6.50 doz. 

Hatchets and Hammer Handles.— 
No. 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 


$4 doz.: 


W.), $1.80 doz, 
HINGES.—Normal demand at firin 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Heavy strap hinges in. bundles, 4 
in., $1; 5 in., $1.30; 6 in., $1.85; 8 in., 
$2.62; "10 in., $4.20 per doz.; extra 
rir T hinges in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96; 10 in., oy 80 per doz. 

HUNTING CLOTHES.—The usual de- 
mand is reported from dealers prepar- 
ing for fall shooting. Prices are steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Drybak waterproof coats, $56 per 
doz.; Drybak breeches, $26 per doz.; 
Drybak hats, $14.30 per doz. 

NAILS, WIRE AND STAPLES.—No 
changes to report in the present very 
healthy demand or in recent prices, 
which are considered low. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per keg base. 
Mill shipment price is $2.95, base. 
Carload (36,000 lb.) base, for mill 
shipment, still lower. Steel cut nails, 


$4, base. 

No. 9 black annealed wire, $3.30 
per 100 lb.; No. 9 galvanized plain 
wire, $3.85 per 100 lb.; catch weight 
spools galvanized cattle or hog wire, 
$3.80 per 100 Ib.; polished fence 
staples, $3.55 per 100 Ib. 


PAINT BRUSHES.—The 1929 paint 
brush prices have been announced. 
Short bristles advanced and long stock 
declined. Business has been excellent. 


PAINTS AND OILS.—Effective Aug. 
28 raw linseed oil in barrel lots was re- 
duced 3c. per gal. Boiled linseed de- 
clined 5c. per gal. Turpentine was ad- 
vanced 5c. per gal. Business is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 83c. 
per gal.; 5-barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
85e. per gal.; 5-barrel lots, 82c. per 
gal. 

Denatured Aljicohol. — Barrel 
58lec. per gal.; steel drums, 
$6, returnable. 

— —Drum 
gal. net 


lots, 
extra, 
67c. 


lots, per 





White Lead.—100 Ib lots, $13.25; 50 


$25 lb. lots, $3.40; 12% 
cuts).—White, $2.58 
orange, $2.26 


lb. lots, $6.7 73; 
Ib. lots, $1.75. 

Shellac (4% Ib. 
per gal. in barrel lots; 
per gal. in barrel lots. 


_ English Venetian Red.—In barrels, 


5%c. per lb.; in 100-lb. lots, 6%c. per 
b. 
Dry Paste.—Barrel lots, 7%c. per 
Ib. 
PREPARED ROOFING. — Although 


prices are considerably above those 
ruling last spring, sales volume is un- 
usually good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade slate surface prepared 
roofing, $2.25 per square; best grade 
tale surfaced, $2.25 per square; me- 
dium tale surface, $1.75 per square; 
light tale surface, $1.05 per square; 
red rosin sheathing, $55 per ton. 


PYREX WARE.—Sales have 
improvement in last ten days. 
remain unchanged. 


shown 
Prices 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Bread Pans.—No. 212, $7.20 doz.; 
No, 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 533, $14 
doz.; Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 
Iced Tea Sets.—$4 per set. 
ROPE. ices remain unchanged, 
but a decline on the heavier sizes (% in. 
and over) of manila rope is announced 
for the September-October period. 
Best Manila, 





standard brand (base), 


20c. per lb.; No. 2 Manila, 18c. per 
lb.; No. 1 Sisal, 14%c. per Ib.; No. 
2 Sisal, 13c. per Ib. 


SASH CORD.—Increased demand is 
noted in last few weeks. Prices remain 


steady. 
JOBBERS’ pagers we A TO RE.- 
TAILERS, F.O.B. CHICA 
No. 7 standard ti aa per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 

SASH PULLEYS.—The demand is 


very good and prices remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Common sash pulleys, 55c. per doz.; 
barrels, 50c. per doz.; Common Sense, 
2 in., 55¢e. doz.; barrels, 50c. doz.; No. 
110, 50c. doz.; barrels, 45c. doz. 


SASH WEIGHTS.—Sales are heavy 
during active building, season. Prices 
are considered low and favorable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Standard sizes, 3 to 20 Ib., ton lots, 
$36 ton; smaller lots, $38 ton. 


SCREWS.—Sales are running strong. 
The higher prices market is steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Screen doors, No. 266, 2-8 x 6-8, 
$20.46 doz.; No. 296, 2-8 x 6-8, $24.66 
doz.; No. 311, 2-8 x 6-8, $20.92 doz.; 
window screens, No. 1833, $4.56 doz.; 
No. 2433, $5.40 doz. 


SHOVELS.—Grain scoops continue 
good demand. No change in prices. 


JOBBERS’ GUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 2 shovels, intermediate grade, 
polished, $14.50 per doz.: No. 2 shov- 
els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12 grain 
scoops, polished, $16 per doz.; D han- 
dle furnace’ scoops, intermediate 
grade, $8 per doz.; D handle furnace 
scoops, competitive grade, $5.25 per 
doz. 





n 
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SOLDER AND _ BABBITT.—Prices | 
show little fluctuation. Demand is 
steady, but not large. 


JOBBERS'’ oer coke TO RE- 
TAILERS, F.O.B. CHICA 

Warranted 50-50 solder, rt per 100 
Ib.; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, $29 
per 100 Ib.; standard No, 4 babbitt 
metal, $12 per 100 Ib. 


STEP LADDERS.—The demand is nor- 
mal. No change reported on the pres- 
ent low prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Good grade rodded step ladder, 23c. 
per ft.; common long, 20c. per ft.; 
extension, 26c. per ft. 


STEEL SHEETS.—Although ieading 
mills are talking higher prices for the 
fourth quarter, competition is still se- 
vere and jobbers’ prices remain at the 
summer basis. Sales volume for im- 
mediate shipment is very active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


28 gage galvanized sheets, 
100 lb.; 28 gage black sheets, 
per 100 Ib. 
STOVES.—Sales on heating stoves con- 
tinue good. Most dealers are prepar- 
ing for the fall business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


$5.30 per 
$4.20 





Crusader black finished parlor 


heater, 
lain enamel finish, $26.50 each; Tap- 
$51.25 





$19.50 each; 


Crusader porce- ] wheel, 


pan wood Cola Parlor Heater, 


each; 


Economy, 


16 in. 


Economy, 
$72.45 each; 


% in. tires, $3 each; 16 x 
wood wagons, 10 in. wheels, 
tires, $2.85 each. 


$66.95 each; 
oil heater, 12 





ene 


es 


36 in. 


. 2. 


WEATHER STRIP.—Increased activity 


in., $6 each; oil heater, 14 in., $8 

each; oil heater, 16 in., $9.50 each; oil is noted in this line at steady prices, 
heater, 18 in., $11.50 each; hot blast JOBBERS’ QUOTATIONS TO RE. 

with mica door and ashpan, nickel TAILERS, F.O.B. CHICAGO: 
in. $14.65: 18° in. $16.6 . amped Home Comfort, $32 per 1000 ft.; 
34 sie: PF a i: Nu-Strip, $15 per 1000 ft.; Bomeco, 
STOVE GOODS.—Early orders indicate type A, % in., $2.40 ~ ft.; Bo- 
j j meco, type B, 1% in., .20 per 100 
a good fall demand, prices in general Reberon, tron Mi. MK ik., $8.40 vor 


VELOCIPEDES.—Current and future 


cent discount. Coes’ wrenches, 


419-10 


| ; 
: . T.5 
being quite low. | 100 ft.; Bomeco, type Ze 1% in., 
> 3.20 per 100 ft.; Tac-Ezy, 36 x 36 
JOBBERS'’ QUOTATIONS ro ne. wing: 90c. each; Tac-Ezy, 42 x 12, 
TAILERS, F.O.B. CHICAGO: $1 each; Tac-Ezy, 3 x 7 ft. doors, 
Coal hods, galv. 17-in., $4.50 to $5 | $1.25 each. 
doz.; dampers, reversible spindle, Sleds.—Flexible Flyer sleds, 35 per 
6-in., $1.25 doz., dampers, non-revers- } cent off the list. 
ible spindle, 6-in., $1.15 doz.; elbows, | 
28 ga, 6-in. corrugated, $1.35 doz.; | WRENCHES.—Demand continues ac- 
fire shovels, colored handles, heavy | : Pt 
fine finish, $2 doz.; pipe, 28 ga., 6-in., tive at unchanged prices. 
lle. to 138e joint; rugs, congoleum | JOBBERS’ QUOTATIONS TO RE- 
stove, 4% x 4%, assortment of 6, | TAILERS, F.0.B. CHICAGO 
re ee Agricultural wrenches, 60- 10- 5 per 
| 











3 ‘i stea er cent discount; engineers’ 
orders are good. Prices are steady. Sormuidiions: 50-10 per cent discount on 
JOBBERS’ QUOTATIONS TO RE- new list; Stillson wrenches, 70-10 per 
TAILERS, F.O.B. CHICAGO: cent discount; Trimo, 70-5 per cent 
Tubular velocipede, equipped with discount. : 
balloon tires, ball bearing wheels, 18 Snap-on Wrenches. — Radio and 
in. front wheels, 12 in., rear, $7.25 electrical sets in metal cases, $2.75; 
each; 22 in. front wheel, 14 in. rear, No. 111, Master Service Set, $15.65; 
$9.25 each. | No. 202, compe | a Set, eres. — 
‘ 04, Flexible Socket Set, $7.50; No 
WAGONS.—Seasonable demand; un- | 608, Cradicase Drain Plug Socket. 
changed, steady prices. $3.55; No. 900, Square Socket Set, 
F $3.70; No. 1878, Giant ‘‘Snap-on’’ 
JOBBERS’ QUOTATIONS TO RE- with extra heavy duty ratchet, $30.55. 
TAILERS, F.O.B. CHICAGO: All Snap-on Wrenches less 33's pet 
14% x 33% steel wagon, 19 in, disk cent discount. 


Pittsburgh J bens Report Cond 
Average of Orders Bemg Received 


item 


and mail orders also are constant. 


quirements. 


starts up, another shuts down 
for mill supplies. 


usually is at this time of the year. 


(Pittsburgh office 
PITTSBURGH, Sept. 11.—Hardware business is “spotty,” both as to 
s and the individual experiences of jobbers and retailers, but 
taken as a whole it averages up well with this period in other recent 
years. Road salesmen are maintaining a pretty steady flow of orders 
The chief complaint is the small- 
ness of the amounts, denoting no departure among retailers from 
a policy of buying in quantities entirely in keeping with known re- 
Opening up coal mines which have been idle usually 
means some new buying for the company stores serving them, but 
taken as a whole the demand from such sources leaves something to in., 
be desired. While the demand for coal for househo!d use is expand- 
ing with the approach of fall, the general coal industry picture is 
that there is not enough business to give all the mines anything re- s 
sembling steady operation and in not a few instances where one mine : 
Well maintained operation of steel 
works and rolling mill operations is helping to keep up the demand 
Tires and tubes are moving well and some job- 
bers note a rather better movement of loaded shells than there 
Interest in gas heaters has been 


of HARDWARE 


AGE! 


are hopeful that some of the 
lost early in the summer will 
gained. 

JOBBERS’ QUOTATIONS TO 


"Mansfield Tires. — High 





> in., $1.95; 31 x 5 in., $2.05; 
20 in. rim, $2.25; 32 x 6 in., $ 
33 x 6 in., $2.85. 


BATTERIES.—Radio © batteries 


for flashlight batteries. 








30 x 5.25 


not yet begun to feel the impe 
shortening days and more constant use 
of sets as programs begin to expand 
and improve. Fairly good call is noted 


ground 
be re- 


RE- 


TAILERS, F.0.B. PITTSBURGH: 


pressure, 


cord, 30 x 3% in., extra size, $7.2 
each; straight side, $9.10; 31 x 4 in. 
$11.40; 32 x 4 in., $12.10; 33 x 4 in 
$12.70; 32 x 4% in., $15.95; 33 x 5 in 
$21.70; balloon, 29 x 4.40 in., $8; 30 
x 5 in., $10.75; 31 x 5 in., $11.20; 30 x 
5.25 in. 20 in. rim, $12.50; 30 x 6 _in., 
$16.60; 32 x 6 in., 20 in. rim, $17.40 
Tubes.—High pressure, tan, 30 X 
3% in., clincher, $1.40 each; 31 x 4 
$2.10; 32 x 4 in., $2. 33 x 4 in., 
$2.30; 32 x 4% in., 6 x 4% in. 
$2.70; 34 x 4% in., $2.80; 33 x 5 in. 
$3.55; gray tubes sell 15c. to 5c. le ASS; 
balloon gray, 29 x 4.40 in., $4.65; 





2.65; 


have 
tus of 


stimulated by rather cool mornings and evenings lately. New prices ag bg igh ek 5 me 
have been announced on manila rope; sizes 7/16 in. and larger have sroken nit 
been lowered a cent a pound, but smaller sizes are not affected, nor ae — * wc hages 
are those for sisal and transmission rope. The announcement also Pe BE een Or a 
details that each size hereafter will carry its own price and the No. v0 Be ch CLES 3.00 2.80 
former practice of quoting a base price with extras for sizes 7/16 Gh camaemecmalntiin 39 
in. and smaller has been discontinued. Collections still are rather | NO fe eR 130 
laggard. | eee ee ote 

: | G06 diy’ della; ‘ignition type, unit 
AUTOMOBILE TIRES AND TUBES. | est in several months, is continuing pacenges, SC, OR ani 


—August activity, which was the high- | this month and jobbers and retailers | 


No. 950, 6%4c.; No. 790, 13c.; No 


705, 























No. 791, 13c. 


: No, 
Hot Shot.—No. 1461, $1.67; No. 1661, 


19%« 750, 13%6c.; 
$2. 

BEVERAGE AND PRESERVING 

SUPPLIES. — Demand ffor _ bottling 


equipment is a little less urgent, but | 


increasing demand is reported for pre- 
serving accessories. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Bottles.—Crown, 14 oz., $6 per 
gross: 28 oz., $8.40; lightning stop- 
per, 14 02., $7.50; 28 oz., $9. 

Caps.—In single gross lots, 18c. per 
gros 10 gross lots, 17c. per gross; 
50 gross lots, 16c. per gross. 

Cappers. — Everedy, $9 per doz; 
Indestro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots, strainer stand, $4 per dozen; 
strainer bag, $2 per dozen; filter bag, 
$4 per doz. 

Scales.—Universal, No, 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, $3.50. 

Mason Jars.—Pints, $8.80 per gross; 
quarts, $10.10; 2 quarts, $13.15. 

Jar Rubbers.—Double lip red, 80c. 
per gross. 

Canning Racks.—No. 1, single jar, 


70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses.—Enterprise, No. 6, 
$6.25 each; Juicy, 3 qt., $3.50 each; 
6 qt., $4.30; 12 qt., $6; Brighton, 2 qt., 
$3 each; 4 qt., $4.50; 10 qt., $7. 

Sealing Wax.—$2.50 per case. 

Cider Presses.—Eagle. single tub, 
$12.10 each; Eagle Junior, $24; Cant- 
clog, single tube, $14.85 

Meat Choppers.—Enterprise, No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 





Kraut and Slaw Cutters. Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut 


cutters, 
No. 672, $1.15 each; No. 673, $1.35. 
Oak Kegs.— 


Red White White Oak 
Oak Oak Charred 

De owaswvcs $1.35 $1.45 $2.40 
eee 1.80 1.95 2.85 
la Sere 2.00 2.15 3.20 
oe 2.25 2.45 3.75 
See 2.65 2.85 4.35 
de Ore 2.85 3.00 4.50 
i ee arn 3.75 4.20 6.50 

BOLTS, NUTS AND RIVETS.—De- 


mands are steady, with sales frequent 
enough to make up in number what 
they lack in size. Prices are holding 
firmly. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles, except stove and 


Color Perfection Ranges 


Perfection oil ranges with built-in ovens 
are now being offered in colors as well as 
in snow-white porcelain finish. The Per- 
fection Stove Co., Cleveland, Ohio, is fur- 
nishing the ranges to the dealer on order. 





Red, blue, green and buff are the colors 
used, and only a moderate part of the 
range is finished in one or another of these 





| BUILDERS’ 








tire bolts, per 100 pieces, 60 per cent 


off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 60 per cent off 
list. 

Rivets.—Large, $2.50 base per 100 


small wagon and tinners’ riv- 
per cent off list. 


HARDWARE.—Business 
Prices still are very 


pieces; 
ets, 60 


is fairly active. 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 







Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in, x 3 in., $18.50 per 100 
pair; 3% in. x 3% in., $19; 4 in. x 4 
in., $30 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy, T, 6 in., $2.30 per doz.; 
8S in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 


in., $12.60. 
Hanger, without screws, 
lots, 3 in., 65c. per doz.; 
in., $1.05; 3 in., 


safety, 3 
doz.; 4% in., $1.14; 6 in., 


pair; 4 

Hasps. 
single dozen 
4 in., 79c.; 6 
per 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


COAL HODS.—This line is having the 
demand usual to this time of the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Galvanized, 16 in., $4.30 per doz.; 





17 in., $4.75; 18 in., $5.25. 
PAINTING SUPPLIES.—Prices are 


holding where they have been for the 
past four weeks. Business is only mod- 
erately active, as usual at this time of 
the year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 12c. per 
gal. higher); white lead, 13%c. per 
Ib. in 100-lb. lots; 10 per cent less in 
lots of 500-lb. or more, and extra 4 
per cent less in lots of a ton or more; 


Ready 


turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barrel lots. 


ROPE.—Jobbers now are. quoting No. 
1 manila rope to retailers at 24c. per 
lb., f.o.b. Pittsburgh, for %-in. and 
larger. This is a reduction of 1c. per 


colors, the remainder being pure white. 
The Perfection stoves, other than those 
with the built-in oven, are continued in 
the light gray and black finishes. 


New Catalogs Issued by the 
Lionel Corporation 

The new Lionel catalog issued by Lio- 
nel Corp., 15 E. 26th St., New York City, 
is ready for distribution to the trade. It 
is a beautiful booklet, showing in 46 pages 
the entire new 1928 line of Lionel electric 
trains and model railroad accessories in 
full color. The handsome cover shows a 
close-up view of two boys playing with 
the big new wide gage Lionel work train. 
This booklet is intended for distribution 
to boys and girls answering Lionel adver- 
tising in general publications and to chil- 
dren and their parents who appear to be 
first-class prospects to dealers. 

Supplementing this booklet is the smaller 
pocket edition, consisting of 32 pages in 
color, which is intended for more general 
distribution by dealers. 
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lb. in this size, but with the abandon- 
ment of a base price plus extras for 
smaller sizes, the latter remain where 
they have been, the cut applying only 
to sizes 7/16 in. and larger. Sisal rope 
is also unchanged at 16c. per lb. for 
No. 1 grade. 

STOVE AND FURNACE PIPE.—As 
usual at this season, demand is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Stove Pipe.—Nested, 5 in., $3.20 per 
crate; 6 in., $3.40; 7 in., $4.05; corru- 
gated elbows, 5 in $1.30 per doz.; 
6 in., $1,40; 7 in., $1.85. 

Furnace Pipe.—No. 26 gage, 8 in., 
l6c. per ft.; 9 in., 17¢.; elbows, 8 in., 


36c. each; 9 in., 40c. 

WIRE PRODUCTS.—Business in fence 
and fencing materials is feeling some 
stimulation from the fact that with 
the harvests well along some attention 
is being given to fence building. Nails 
are moving fairly steadily. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Fence Wire 
per 100 Ib. 


No. 6 ‘to 9 gage... 3.05 $3.50 
No. 10 3.10 3.55 
DA. OL Stvesssereaes 3.15 3.60 
i ay > eee 3.20 3.70 
iS) GR anne aero 3.30 3.85 
a, er ae 3.40 4.05 
A EE 4004 60s eee eee 3.60 4.30 
ae iene eee 3.80 4.45 
jarbed Wire (per 80-rod spool): 
2-point cattle ........... scoveseQueee 
2-point hog Kad bsataawaiwanseee Meme 
SO TE © cc eaiccsccetewaeens 3.43 
4-point cattle .........-ceeeeeeee BIT 
2-point cattle (special).......... 2.25 
Field): Woven Wire Fence (per 100 
rods): 
SEGRE cikccrwrdesone wa wepede wees $39.80 
(a re cescccccce 00.80 
TEER” | on gincostverrnrapedes ee 27.70 
TRG Nv daeeOes's s Hanes Rom ERa 37.00 
WROSES 056 i4.00-0.0 Kade wenn eek eee 
SE eneccressdcteweeasa es 49.20 


Poultry and rabbit (No, 14 gage): 


TOR, SOP 0. bb.c:ts be setae eee eeteenas $36.50 

oi a: fe 14.00 

TE MEU nd ecccendeuseeesaad-« 49.50 

Steel Fence Posts: 

Galvanized Painted 

Tubular Formed 

Sr ee See VG MOM scnxacens 

ee , Sere err 55e. each 38c. each 

re ere ree 65e. each 40c. each 

CE Peer rer rcs rere . 45e. each 
3right nails, base per keg, $2.90. 


Nasco Lighter Display Stand 

Nasco Silver Co., Inc., 139 Fifth Ave., 
New York City, is offering to the trade a 
new display stand carrying six of the 
forty-five Nasco cigarette and cigar light- 
ers. It sturdily constructed, has an 
easel back and is finished with blue plush 


1S 





and gold stamping. The stand is 8 in. high 
by 9 in. wide. 

The Nasco lighters have been designed 
to sell at a popular price and combine 
good workmanship with quality materials. 
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Cincinnati Reports Fall Business 


Opening Well—Prices 


(Cincinnati office of HARDWARE. AGE) 

CINCINNATI, Sept. 11.—Fall business is opening up fairly well for 
local hardware jobbers, although considerable seasonal merchandise | 
must yet be purchased by retail dealers in order to bring stocks up | 
to the normal point generally reached in the early fall. 

While sales remain slightly below the level attained in the corre- 
sponding period of 1927, jobbers are of the opinion that the volume 
of orders which probably will be placed during the remainder of 
September will bring the aggregate purchases well up to a point 
regarded as satisfactory. While activities center largely in sea- 
sonal merchandise, staple goods are also moving at a fair rate. 

Crop conditions generally throughout the Fourth Federal Reserve 
District have improved, according to the current bulletin issued by 
the Federal Reserve Bank: Corn is looking better, tobacco has been 
helped by dry weather and a large crop of oats is in prospect. In- 
dustrial conditions have been above the average for this time of the 
year. Thus, the situation is very favorable as the fall season comes 
on. 
Prices have shown stability. Butts have been advanced by local 
jobbers and wood screws have been revised upward. Steel goods, 
such as hoes, rakes, etc., will be practically the same in 1929 as this 
year, according to new quotations put out by jobbing houses. 

Outstanding active items include automobile accessories, builders’ 
hardware and radio batteries. 

The retail hardware trade has been fairly good and the credit 


situation is slightly better. 


$3.70 each; 29 x 


ANTI-FREEZE SOLUTIONS.—Prices anteed cord tires, $3 r. : 
4.40 unguaranteed tires, $4.65 each; 


for the fall and winter od have — Mansfield tires, 30 x 3% Liberty Cord, 
announced and are published below. $5.45; heavy duty oversize, $7.25; 3 
Ord f il d 4 ] dv h x 4 Liberty, $10.20; heavv duty, $12.10; 
rders from retail dealers already have balloon tire, 29 x 4.40, $8; 30 x 5, $13: 
been placed in fair volume. ~s x 6, env oe: hg s x £m. 
JOBBERS’ QUOTATIONS TO RE- 314. $1.40:" 32 = 4 $2.20; 34 x 414, 
TAILERS, F.O.B. CINCINNATI: 3°40: balioon tire tubes, gray, 27% 


Alcohol Glycerine.—In 1-gal. cans, 4.40, $1.55; 29 x 4.40, $1.65; 32 x 6, 
$1.31 per gal., or $14 per doz. gal.; in $2.65. ‘ 
5-gal. cans, $1.24 per gal. for one to 2. es 
tive Tis pee ae : BOLTS AND NUTS.—In this line there 


three cans, $1.10 per gal., for three to 


five cans, $1.07 per gal., for six or has been no change of consequence. 
more cans; in 50-gal. drums, 95c. per 

gal. for from one to four drums; 92c. JOBBERS’ QUOTATIONS TO RE- 
per gal. for five drums or more. TAILERS, F.O.B. CINCINNATI: 
Eveready Prestone.—1% gal. cans, Cut thread carriage and machine 
$3.80 per gal. or $3.60 per gal. in cases bolts, 60 per cent off list; rolled 
of 4 cans; 1 gal. cans, $3.80 per gal., thread carriage and machine bolts, 
or $3.60 in cases of 6 cans; % gal. 60 and 10 per cent off list; stove bolts, 
cans, $4 gal., or $3.80 per gal. In cases 20 per cent off list; square hexagon 
of 12 cans. and tap nuts, 60 per cent off list. 


aries i Pf, Bl cans, in 30 2 | BUILDERS’ HARDWARE. — Jobbers 
have been doing a good business in the 








per gal. | 
Alcohol.—In 1 to 4 drums, 52c. per “ 
gal.; in 5 to 9 drum lots, 53c. per gal. ; last 30 days. The price of butts, ad- 
in 10 drum lots or over, Sic. per gal. vanced some time ago by manufactur- 
Note.—There is a charge of $6 per s 
drum, but this is rebated when the ers, has been marked up by local dis- 
drums are returned. The capacity of tributors. The new quotations are given 
the drums is 53 gal. 
Alcohol in 1 gal. cans, 77c. per gal.: below. 
in case lots of 10 cans each, 75c. per JOBBERS’ QUOTATIONS TO RE- 
gal.; in 5 case lots, 73c. per gal. TAILERS, F.O.B. CINCINNATI: 
AUTOMOBILE ACCESSORIES.—Sales Sash Weights.—Sash weights, $1.75 
: per doz. 
in the past few weeks have been very Inside Sets.—Square bevel inside 
good. Most of the business has been sets in one lots, $4.75 per doz. 

: Butts.—. in. old copper and dull 
on seasonal items. The movement of senna bette, Bie. Gar cate fa cane 
tires and tubes has been fairly active. lots; sand blast brass finished butts, 
Prices remain unchanged. 23c. per pair in case lots. 

JOBBERS’ QUOTATIONS TO RE- COAL HODS.—Prices for the fall sea- 
per nen Dae hee ne naar i” son are reproduced below. 
res a u | ve es, 
x 314, $5.45 each; 29 x 4.40, $6.70 each; JOBBERS’ QUOTATIONS TO RE- 
Badger tires, 30 x 3%, $6.45 each: TAILERS, F.O.B. CINCINNATI: 
29 x 4.40, $8 each; 30 x 3% unguar- Japanned coal hods, 17 in., $3.35 per 


Show Stability 


doz.; 18 in., $3.80 per doz.; dip gal- 
vanized coal hods, 17 in., $4.45 per 
doz.; 18 in., $4.85 per doz. 


COOK STOVES AND OVENS.—Retail 


| dealers have been placing liberal orders 


to meet the requirements of their fal] 
trade. 


JOBBERS’ QUOTATIONS TO Re. 
TAILERS, F.O.B. CINCINNATI: 

Pressure-Gas Cook Stove. — Puri- 
tan No. 759, $128 each; No. 714, $38 
each; No. 713, $33 each; No. 703, 
$26.50 each. 

Oil Cook Stoves. — Perfection No 
339, $140 each; Perfection No. 279, 
$120 each; Perfection No. 75, $39.50 
each; Perfection No. 74, $28.50 each 
Perfection No. 73, $22.50 each; Per- 
fection No. 72, $17.50 each; Puritan 
No. 249, $122 each; -Puritan No. 44 
$28.50 each; Puritan No. 43, $22.50 
each; Puritan No. 42, $17.50 each. 

Ovens. — Perfection No. 211, $2.50 
each; Perfection No. 211G, $2.70 each; 
Perfection No. 122G, $6 each. 

Note.—On Perfection and Puritan 
cook stoves there is a dealers’ dis- 
count of 30 per cent and 5 per cent 
for 10 or more assorfed sizes and of 
30 per cent for less than 10. On Per 
fection ovens the same discount ap- 
plies. 

FIRE SHOVELS.—Jobbers have an- 
nounced prices for the coming season. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

No. 6, 50c. each; No. 5, 70c. each; 
No. 256 galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each. 


FLASHLIGHT BATTERIES. — Some 
changes have been made in these prod- 
ucts and the new prices are printed be- 
low. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
2-cell baby flashlight battery, 13c. 
each; 2-cell tubular battery, 13c. 
each; 3-cell tubular battery, 19%%c. 
— small or large monocells, 6c. 
each. 


GAME TRAPS.—This item is moving 
in better volume, but substantial per- 
centage of the season’s normal business 
has not yet been placed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Game traps, No. 1, $1.38 per doz; 
game traps, No. 1%, $2.44 per doz.; 
game traps,. No. 2, $3.36 per doz.; 
game traps, No. 00, $1.10 per doz.; 
jump traps, No. 1, $1.83 per doz.; 
jump traps, No. 1%, $2.81 per doz.; 
double jaw traps, 0. 91, $2.93 per 
doz.; double jaw traps, No. 91%, $3.90 
per doz. 
GUNS.—Jobbers are now booking or- 
ders on the basis of the prices given be- 
low. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Single-barrel shot guns, $6 to $10.75 
each; double-barrel shot guns, $13.50 
to $33.25 each; single-shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


JUVENILE VEHICLES.—Demand for 
these commodities remains consistentiy 
good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Scooters.—No. 109, $2.09 each; No. 
110, $3 each. 
Sidewalk Cycles. — No. 11, $11.50 
each; No. 12, $12.75 each. 
Velocipedes.—No. 6, $2.90 each: No 
TE, $3.30 each; No. 46, $7.40 each. 
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NAILS.—This line is selling at a fair 


rate and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 
PAINT.—Business has held up well 
the past month. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 
Ready mixed house paints, 2.75 
per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2-barrel 
lots, 68c. per gal.; white and red lead 
in 500-lb. kegs, 13%4c. per lb. less 10 
per cent. 


rT 


n 





PRESERVING EQUIPMENT.—Sales | 


this season have been good und replace- 
ment orders have been placed in mod- 


erate volume with local jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Preserving equipment, Capper No. 
100, $8.34 per doz.; Capper No. 1008, 
$9.17 per doz.; Capper No. 1018S, $10 


per doz.; Capper No. 200, 80c. jer 
doz.; Capper No. 222, $16 per doz.; 


strainer set, No. 300, $10 per doz.; 
strainer stand, No. 301, $4 per doz.; 
strainer bag, No. 302, $2 per doz.; 
filter bag, No. 3038, $4 per doz.; filter 
neg, 30. 29, 74.00 per dos.; Hiter bag, 
No. 305, $6 per doz.; syphon filter, 
No. 400, $8 per doz.; filter disc, No. 
401, $1.20 per doz.; hose guide, No. 
402, 60c. per doz. 


RADIO BATTERIES.—Sales of radio 
batteries in rural districts have been 
excellent and local jobbers are finding 
the agricultural areas a fertile field for 


their products. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Net price Net price 


each, less each in 
unit pkg. unit pkgs. 
21308 $3.20 $2.97 


Stock No. 
Super B bat., No. 


Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308.. 2.81 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 5308.. 1.88 1.75 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. -38 35 
A batteries, No. 6.... .40 351% 
Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit pack- 
ages of 6; No. 2370 is in unit pack- 
ages of 10; No. 6 is in unit pack- 
ages of 50. 


ROLLER SKATES.—Now that the fall 
season is at hand, this line is begin- 


ning to move in greater volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—Business has 
been fairly good, although it is doubt- 
ful whether this year’s bookings are as 





large as those in 1927. 
same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper. — Light standard, 
$1.10; medium standard, $1.30; heavy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in haif 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 124%c.; in 5 Ib. cans, 91%4c per Ib.; 
in 10 lb. cans, 9c. per lb.; in 25 Ib. 
cans, 8c. per lb. Certain-teed cement, 
36 lb. to the case, $4.25 per case; in 
5 lb. cans, 12 cans to the box, 8%%e. 
per lb.; in 10 lb. cans, 6 cans to the 
box, 7%c. per Ib. 


ROPE.—Business in this item has been 
somewhat quiet, but prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ocean Manila rope, 22%c. per Ib.; 
Sisal rope, 14c. per Ib. 


SANITARY PRODUCTS.—Jobbers are 
orders for 


getting consistently good 
these commodities. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size. case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2-lb. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per dozen; bowl cleaner, 
22 oz. size, $1.85 per dozen; pipe 
opener, 16 oz. size, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 
ty per doz.; Met-L-Shyn, 8 oz. size, 
3.60 per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1° per 
dozen. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per dozen. 


cleaner, 2 


Prices are the 
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Hercules boiler liquid, quart cans, 
$1.50 each. 
Economy plumber, drain pipe 


cleaner, $2 per dozen 1-lb. cans. Same 
in 2-lb. cans,, $3.90 per doz. The 1-lb. 
size is packed one, two and three 
dozen to a carton. The 2-Ib. size is 
packed in one and two dozen cartons. 


SCREWS.—In wood screws there has 
been an upward revision of prices, the 
new schedule being printed below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 60 off 
list; flat head brass screws, 50, 10 and 
5 off list; round head blue screws, 50, 
10 and 5 off list; round head brass 
screws, 50 and 7% off list; bright 


wire goods, 85, 20 and 5 off list. 


STOVE PIPE.—Fall orders are begin- 
ning to be placed in fair volume with 
local jobbers. 


JOBRERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Stove Pipe.—29 gage u.c. crated 
pipe, 4 in., $10 per 100 joints; 29 
gage u.c. crated pipe, 6 in., $12 per 
100 joints, 29 gage we. crated pipe, 
7 in., $14.50 per 100 joints: 28 gage, 
u.c. crated pipe, 6 in., $12.80 per 100 
joints; 28 gage u.c. crated pipe, 7 in., 
$15.35 per 100 joints. 

Elbows.—U.c. elbows, 4 in., 95c. per 
doz.; 6 in., $1.40 per doz.; 7 in., $1.85 
per doz. 


STOVE BOARDS.—In this line also 
there are signs of increasing activi- 
ties. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Paper-Lined Stove Boards.—24 x 24 
in., $6.85 per doz.: 30 x 30 in., $9.90 
per doz.; 35 x 35 in., $14.60 per doz. 
Wood-Lined Stove Boards.—24 x 24 
in., $11.40 per doz.; 30 x 30 in., $18.25 
per doz.; 36 x 36 in., $25.50 per doz. 


WATER HEATERS.—There is a fair 
demand for this item. 
JOBBEPS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Kerosene-burning Perfection water 
heater No. 431A, $170 each; No. 421A, 


$80 each; No. 412, $40 each; No. 411, 
$33 each; No. 405, $23 each. 
WEATHER STRIPPING.—The new 
prices for the coming season are given 
below. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 
Wood *and rubber weather strip- 
No. 1, $17.25 per 1000 ft.; No. 


1%, $24 per 1000 ft.; No. 4, $34.50 per 
1000 ft.; No. 7, $41 per 1000 ft. 


' 


Wood and felt weather stripping, 
No. 71, $19.50, per 1000 ft.; No. 71%, 
$27 per 1000 ft.; No. 75, $46.50 per 


1000 ft. 

All rubber weathet stripping, No. 
9, $21 per 1000 ft.: No. 10, $28.50 per 
1000 ft.; No. 11, $35.50 per 1000 ft. 








man? 








HAUNCEY M. DEPEW recently died at 
the age of 93. He undoubtedly came of a 
long-lived family, but even so, he outlived every 
relative he had except one sister. What pro- 
longed his life away past that of the average 


Well, in the first place he used moderation 
in everything. In his eating, drinking and smok- 


A happy outlook and sound faith in mankind 
are and always have been distinct contributions 
to longevity.—W. L. B. 


More Straight Than Crooked People 


ing, in his work and in his play, but that was 
not all; he was a sound common-sense optimist. 


He believed as do you and J, that there are 
more straight than crooked people in the world. 
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The Remington Weekly Letter 


REMINGTON 1928 GIFT SELECTIONS 


Now is the time to get ready for a clean-up 
on pocket knives this Christmas. Look on 
both sides of the page opposite and you’ll 
see that Remington is offering the most at- 
tractive gift selections you ever put on your 
counter. 


We’ve got something entirely new in 
selections Nos. 628 and 528 with Pyremite 
handles. These reproductions will give 
you an idea of what the new knives are 
like but they can’t do justice to the beau- 
tiful, glistening colors of the handles with 
their vari-colored borders. They are the 
most irresistible pocket knives I ever saw 
and they are bound to sell on sight. 


The stag and pearl-handled knives were 
carefully selected to include patterns that 
are always in demand and that will sell in 
every section of the country. No two 
knives are alike and the popularity of each 


The Remington 
Household Set, 
$3.50 


pattern has been proved by noteworthy 


sales records. 


Each knife in all the selections is placed 
in a cradle-swung, velvet-lined jeweler’s 
box and the selections are packed in slant- 
rite, leatherette-covered display stands that 
exhibit the knives at the proper angle to at- 
tract the eye. Jobbers who placed early 
orders now have their samples and their 
salesmen will show them to the retail trade 
within the next two or three weeks. Be on 
the lookout for these selections. Get your 
orders in promptly and watch your cutlery 
department hum this Christmas. 


Special Offer to Jobbers’ Salesmen 


Twenty-five hundred Remington em- 
ployees recently paid their hard-earned 
cash for the household set shown below. 
It has a retail value of $3.50. They, too, 
want real cutlery in the kitchen and sewing 
room. 

I would like to have every jobber’s sales- 
man’s wife, sister or sweetheart use Rem- 
ington cutlery—therefore—to each who 
will sell personally twenty-five of these gift 
selections of either one kind or assorted, 
I will send with my compliments one of 
these household sets. 

Just make a list of your sales, giving the 
name and address of the dealer, and have 
your Sales Manager approve it and send 


A PLE, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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New England Hardware Sales Are Normal 
and Retail ‘Trade Appears Optimistic 


(Boston office of HARDWARE AGE) 


BosToNn, Sept. 11.—September sales of hardware and goods han- 
dled by the hardware trade are normal in New England. Current 


retail buying continues on a hand-to-mouth basis, however. 


The 


strength of the situation lies in the fact that retailers are buying 


frequently and a wide variety of merchandise. 


Just now there 


seems to be a particularly good demand for stove and furnace ac- 


cessories and for other merchandise for winter requirements. 


Some 


interest is shown in holiday goods and light buying of toys, Christ- 
mas tree holders, sleds, skiis and similar merchandise is noted. Ad- 
vance orders for incubators and brooders are quite encouraging. 


The retail trade in general is quite optimistic. 


Most firms, and 


particularly those catering to the summer trade, did very well dur- 


ing the summer months. 
gross sales were established. 


In a few instances new high records for 
Collections by retailers have been 


slow, however, and that fact is reflected to some extent in the whole- 
sale market, jobbers reporting collections as only fair. 


AIR MOISTENERS.—Advance orders | 


for air moisteners have been received 
by jobbers. Prices have not changed 
for many months. 


JOBBERS’ Pe toe. TO RE- 
TAILERS, F.O.B. BOSTO 


Air Sle nell makes, 
silver colored, $6 per doz. net; gold 
colored, $6. 

ANDIRONS.—Now is the time for re- 
tail dealers to drum up business in and- 
irons. Most of the modern apartments 
have fireplaces, as do practically all pri- 
vate homes. Certain retailers, catering 
to buyers of such hardware, are stock- 
ing up. Compared with a year 
prices average a little lower. 

JOBBERS’ ip Nagel a ool TO RE.- 
TAILERS, F.0O.B. BOSTO 

Andirons.—Prices range 
per pair net, in black finish, 
for burnt antique brass. 

Fire Sets.—Vrices range 
per set net, in black finish, 
for burnt antique brass. 

Fire Screens.—In black finish prices 
range from $42 to $48 per doz. net. 


lee $2.40 
to $10.50 


from $3.90 
to $8.70 


| turers have reduced prices 
continued, but these lines usually do not | 


| 
| 


ago, | 


ASH CANS.—Now that people have | 
ordered in their winter supply of coal, | 
the next thing is one or more ash cans. | 
Retailers during the past week or ten | 


days have been ordering in stock. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON: 
Ash Cans.—Galvanized, 
$3.50 each net; No. 190, $4; 
$1.50; No. 200, $2.08; No. 300, $2 


No. 181, 
No. 176, 
38. 


ASH SIFTS.—If orders booked the past | 


week are an indication, retail stocks of 
ash sifts are light. Jobbers are pre- 
pared to make prompt as well as de- 
ferred shipments. 


JOBBERS'’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 

Ash Sifts.—Triumph, two to the 
crate, ig crate lots, $2.17 each crate 
net. Success, $6.50 per doz. net. 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68. Favorite, $6 per 
doz. net; Rapid, $8.40. 

Ash Can Trucks.—Little Man, $30 
Per doz. net; Senior, $28. lue Rib- 
bon barrel racks, $3. 75 each net. 


AUTOMOBILE 


retail trade, in many cases, is under the 


impression that automobile tires have | 
been or are to be reduced in price once | 
unquestionably is | 
in the! 
Some of the tire manufac- | 


The 


upon 


story 
misstatements 


more. 

founded 
daily press. 
on lines dis- 


find their way into New England retail- 
ers’ hands. Prices on regular lines of 


tires are firm, and, according to one of | 


the best authorities, on rock bottom. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Tires. — Mansfie Id line, ¢ ‘line her, 
heavy duty, 30 » i BF; each; 
straight sides, 30 x 3%, $9.10; 31 x 
4, $11.40; 32 x 4, $12.10; 7 4%, 
$15.95; 34 x 414, $17.25; 35 $23. 30. 

, Lines. —Mansfie ld line, aaa 8 ply, 

, $20.55; 33 x 4%, $21.30; 34 x 

D 33 x 5, $28.95; 34 x 5, 

; 85 x 6, $31.85; 10 ply, 32 x 6, 

; 36 x 6, $46.60; 34 x 7, $60.15; 

7 $65.35; 12 ply, 36 x 8, $85.35; 40 
x 8, $91.60. 

Tires.—Mansfield line, balloon, 27 x 
4.40, $7.60 each; 30 x 4.50, $8.90; 29 x 
5.75, $10.05; 30 x 4.75, $10.35; 29 x 5.00, 
$10.40; 30 x 5.00, $10.75; c 

5.25, $12.50; 31 x 5.25, 
4.40, $9.75; ¢ 
. , $15.10; 30 x 5.50, 

5.77, $18.75; 30 x 6, $16.60; 31 x 6.60, 
$17.10; 32 x 6.00, $17.40; 31 x 6.20, 
$20.60; 32 x. 6.20, $20.85; 32 x 6.75, 
$22.50. 

Tubes. —In lots of less than six, 
Mansfield line, 30 x 3, $1.30 each; 30 

3, - 40; 31 x 4, $2.10; 32 x 4, 3. 10; 
33 x , $2.20; 34 x 4, $2.35: ¢ 4%, 
$2.50: "38 x 4%, $2.60; 
30 x 5, $3.25; 36 x 5, $3.65; a 
$5.45; 36 x 6, $5.85; 38 x 7, aes 2 
loon, less than 12, 27 
each; 29 x 4.40, $1.65; 30 * re 
in lots of six or less, 28 x 4.75, $1.8 
29 x 4.75, $1.90; 30 x 4.75; $1.95; 30, x 

es: 5 


$16.45; 32 


35 x 


x 576. ay 34 x “7.30, $3.85. 
Discounts. — An extra 5 per cent 
discount from the previous prices is 
allowed. 
Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 





ACCESSORIES.—tThe | 





49 count, 
249 count, 


Fender Guards.—One to 
40 per cent discount; 50 to 
40 and 5 per cent discount, 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON 

Horns. — Klaxon, quantities less 
than $50 in list value, 35 per cent dis- 
count; in $50 to $199 value, 40 and 5 
per cent discount; in $200 value, 50 
per cent discount. 

Tire Chains.—One 
per cent discount; 
per cent discount; 50 to 99 sets, 40 
per cent discount; 100 to 149 sets, 
40 and 5 per cent discount; 250 sets 
and more, 40 and 10 per cent dis- 
count. 

Auto Clocks.—Westclox line, plain 
dial, $1.50 each net; luminous dial, 
$2.10. 


CORN POPPERS.—Popping corn has 
become quite a fad in many New Eng- 
land cities the past year or so, follow- 
ing some years of inertia. The practice 
never has lost favor in the country. 
Now is the time for retailers to put in a 
stock of corn poppers. Some already 
have done so. Prices are as they were 
a year ago. 
JOBBERS'’ ee  aeedane. TO RE.- 
TAILERS, F.O.B. BOSTO 


Corn Poppers.— An. wire, 6 in. 
per doz. net; 7 in., $3.35; W 

No. 947, $3.68; No. 949, $7. 
tive, combination of wire and wood, 
$1.50, $3.25 and $3.75 per doz. net. 


COCOA MATS.—A seasonable increase 
in the movement of cocoa mats out of 
jobbers’ stocks is noted. Retail stocks 
are said to be small. 


JOBBERS’ eg RS ed TO RE.- 
TAILERS, F.O.B. BOSTO 

Cocoa Mats.—wNo. 1, 14 x e in., 65e. 
each net: No. 2, 16 x 27 in., 95c.; No. 

3, 18 x 30 in., $1.08 Keystone steel 

wire mats, No. 2, 18 x 30 in., $1.47 

each net. ° 
FLASHLIGHTS AND BATTERIES.— 
Following the recent reduction of 25 per 
cent to almost 33% per cent in the Na- 
tional Carbon Co. line of flashlight bat- 
teries, comes the announcement of an 
advance of approximately 10 per cent 
in flashlight cases. 

JOBBERS'’ oe naar TO RE.- 
TAILERS, F.O.B. BOST 

Batteries.—-veready, 
935, 6%4c. each net; No. ¢ 
No. 705, -; No. 790, 13c.; No. 791, 
13c.; No. 13c.: No. 703, 19the.: 

706, 18c.; No. 734, 40c.; No. 750, 
13¢.; No. 751, 19%4c. 

Flashilght Cases.— Eveready 
No. 2602, 68c. each net; No. 2630, 
No. 2631, 68c.; No. 2612, $1.10; 
2660, S4c.; No. 2634, $1.17; No. 
$1.43; No. 2672, $2.08; No. 2674, 
No. 2642, $2.73; No. 2644, $2.73; 
2645, $3.57; No. 2695, $2.28; No. 
$1.33; No. 4753, $2.63. 


GARBAGE CANS.—Retail 


to nine sets, 30 
10 to 49 sets, 35 


$3 
elle »sle sy, 
Competi- 


cin oni, 

950, 6%4e. 

igi: 2c 
700, 


line, 
84c.; 

No. 
2619, 
$2.08: 

No. 
6993, 


buying of 


| ash cans has speeded up quite notice- 


ably since Labor Day. People returning 
from the country and seashore evident- 
ly have found old cans are missing or 


| out of commission. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Garbage Cans.—Underground, gal- 
vanized, No. 2, $9.75 each net; No. 3, 
$12.25; No. 10, in lots of a doze on, $6 
each; cement coated, 14 x 22 in., $11 
each. Regular outdoor, galvanized, 
11 gal., Da 05 each; 13 gal., $1.44; 42 
qt., $1.6 ” 


7B eal Pails.—Galvanized, 3 gal., 














106 


HARDWARE AGE for SEPTEMBER 13, 1928 


a 





$8.20 per doz. net; 5 gal., $10.50; 7 


Bal., $11.60; 10 gal., $12.90. 
Garbage Receivers.—For the sink, 
$12 per doz. net. 


INCUBATORS AND BROODERS. — 
Jobbers already have taken some good | 
orders for incubators and brooders, but 
say they have not started. With the 
steadily advancing cost of all kinds of 
meats, poultry raising should be more | 
profitable in 1929 than ever before. | 


ings this fall. 


movement of all kinds of roofing mate- 
rial out of jobbers’ stocks. 
the totals for each week are added, it | 
appears that sales compare highly fa- | 
vorable with former years. 
one jobber is willing to go on record 
as saying that he expects record book- 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON: 


Roofing Paper.—Roll, 


1. 


not been a change in prices for some 
time. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOST 
Rubbish Burners. wind, No. 2. 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each, 
Covers, $2.12 per doz. net. 
STOVE BOARDS.—Jobbers say retail- 
ers are beginning to order in stove 
boards. With all the modern improve- 
ments in heating apparatus, it is rather 


Yet when 


At least | 


smooth sur- 


New prices have been issued by one of | face, heavy $2 per roll net; extra 
the leading makers of incubators and | ane ae. Apex. motion, $1.60. remarkable the number of stove boards 
brooders, which show a moderate drop| $145: heave’, $1590." Mineral mete that are sold each year. On the face 


from last year’s quotations. super quality, 
Balmar, $2.35. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. BOSTON 


red and green, 


Building Paper.—Red Star sheath- 
ing, 25 to 35 lb. to roll, 


of present bookings it looks very much 
as though jobbers are running ahead of 
last year, to date, on sales. 


$2.55. 


$1.10 per roll 


oath Eat De, a le JB, $1850 | Tone $2206 B50 te , ‘$1.25: "Red JOBBERS’ QUOTATIONS TO RE- 

17, style E, $30; Standard, No. 1, $30; | Rosin, $61 per ton. Deadening felt, TAILERS, F.0.6. BOSTON 

No. 2, $35; No. 3, $46.50; No. 4, $55; $113. Asphalt felt, $75 a ton. | Stove Board.—Paper linea No. 9 

No. 5, $87.50. | Shingles.—Hexagon, strip, green, 10 square, 28 x 28 in., $9.88 per doz. net; 
Brooders.—Coal, No. 101, $26.50 ° | in., $4.80 per square net; green and | 30 x 30 in., $11.60; 32 x 32 in., $13.75. 

each list; No. 118, $18.50; No. 119, blue, 12% in., $6.20. Giant individual, Wood lined, No. 3 square, 28 x 28 in., 

$22.50; Oil, No. 27A, $16.75 each list; | $9.20. Kolortint, $9.50. Standard, $18.50; 30 x 30 in., $21.50; 33 x 33 in., 

x 80, $17.50; No. 81, $18.50; No. 28A, green and blue, individual, $7. $25.25. 

19.50; No. 29A, $21. . . 
Giencenta=tb. Ges cent. ROPE AND TWINE.—Boston jobbers | VENTILATORS.— Cool nights have 


IRONING BOARDS.—Although they | 
are seasonable, there appears to be an 
exceptional movement of ironing boards | 
out of jobbers’ stocks. Sales so far in| 
September are well ahead of those for | 
the corresponding time last year. Ib. net; 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


troning Boards.—St andard | 
portable, $24 per doz. net. | were good. 


ROOFING MATERIAL.—There is a! like hotcakes. 
steady, although apparently not large, | 


in the cost of sisal. 


TAILERS, F.O.B. 


makes, 


have reduced prices on manila rope Ic. 
per pound. No change has been made 


JOBBERS’ oS Gunton: TO RE.- 
BOST 


Rope.—Regular Pea 
competitive, 
| RUBBISH BURNERS.—A week ago 

we thought sales of rubbish burners | 
Since then they have sold 4, 
Sales so far this month 
are far ahead of last year. 


speeded up sales of window ventilators. 
The buying movement has _ hardly 
started, say jobbers. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. BOSTON 

Ventilators. — Window, s 1 iding 
screen, Continental, No. V937, $4.50 
per doz. net; No. V1537, $5.85. Dia- 
mond E, No. 01, $4.40 per doz. net; 
No. 02, : 03, $5.60; No. 1, 
$8.20; No. 2, $5.60: No. 3, $6.40; No 
$7.60: No. 5, Worldsbest, 
all metal, No. 3, $2 each net; No. 4, 
$2.34: No. 5A, $2.67; No. 6A, $3.17; 
There has No. 6B, $3.34. 


| 
‘wile. per 


17%c.; sisal, 16c. 


Gives Chain Stores a Run for Their Money 


New Castle, Pa., Hardware Store Uses Lower Priced Merchandise for 
Comparison, and Frequently Undersells the Chain Store 


IRK-HUTTON & CO., of New Castle, Pa., have 
K been very successful in receiving their share of the 

business which usually goes to chain stores. It 
has been the plan of this firm to sell the same articles 
found in the hardware, electrical and house-furnishings 
departments in the chain stores at the same price, or when 
possible at even a lower figure. 

As the chain stores cannot cut prices except by au- 
thority of their general office, the independent dealer has 
the advantage in being able cccasionally to sell at a lower 
price. 

The Kirk-Hutton Company on many staple items, or- 
dinarily found in five and ten cent stores, have been able 
in many instances to undersell the chain stores and still 
make a fair profit. 

Last season over five hundred dollars’ worth of busi- 
ness was transacted on Christmas tree lamps alone. These 
lamps were sold for 9 cents each. The chain stores in 
New Castle were asking 10 cents for the same lamps, 
with the result that Kirk-Hutton sold practically all of 
the Xmas tree lamps sold in New Castle last year. 

This class of merchandise in the Kirk-Hutton store 
is displayed on large display tables, which are arranged 


in a row, occupying the center of the store directly in 
front of the entrance. Here it is readily observed by the 
prospective customer the instant he or she steps into the 
store. The tables used in this instance are about 7 ft. 
long and 4 ft. wide. The tops are, of course, open, and 
they slope slightly from the center to either side, so a 
good view of the small articles in bins is obtained. 

This firm finds that in many instances customers pur- 
chasing items from the tables are good prospects for 
more profitable merchandise. Where a better quality 
of an article picked from the tables is also carried in 
stock, it is shown, and the comparison of the two articles 
is made. This is usually sufficient to induce the cus- 
tomer to purchase the article of better quality. 

While we were making our observations, two ladies 
entered the store and immediately began to examine the 
merchandise on the tables. Finally one of the ladies said 
to her friend: “Look! Percolator tops three for a dime. 
We got gyped. We'll look around here first the next 
time.”” They had paid “Cottonworth’s” a nickel for the 
same article. 

This example is the best argument we know of in 
favor of Kirk- Hutton’ s competitive tables. 


Reading matter continued on page 108 
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R-W Rapid Acting Vise 








al 
| 
| 


\ 


~a quarter turn and 


it slides _ 


| stein 
| 


Here is a patented vise that is a real 
time-saver. And it’s so simple! The | 
moving jaw slides back and forth full ne é ( 





length of the guide rod, without turn- Le 

ing. Readjustment to accommodate noes 

articles of any size is made in a jiffy. The patented, two-piece, 

A simple quarter turn of the handle as eal 

re-engages the nut and gives a contin- at any point. Nut is re- 

uous screw. err: 
Send for the R-W Catalog 





New Youn: - - AURORA,ILLINOIS,U.S.A. ~~ - chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San l'rancisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. + Winnipeg 


LARGEST AND MOST COMPLETE LINE OF DOOR HARDWARE MADE 
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New York Jobbers’ Sales Improving— 
Outlook Is Good for Fall Business 


NEW YORK, Sept. 12.—With Labor Day passed and the majority 
of vacationists back to the city, business in the New York hardware 
market is improving, according to local jobbers. Staple lines as 
well as seasonal items have been moving somewhat more rapidly 


during the past week. 


Weatherstrip is quite active at this time as are such items as fruit 
presses and preserving equipment. 

The outlook among jobbers for the balance of the year’s business 
is very optimistic. Prices are very steady and collections are fair. 


BATTERIES.—<Active market prevails. 
Prices are the same and stocks are 
ample for present needs. 


JOBBERS’ oe eg hg: TO RE- 
TAILERS, F.0.B. NEW YORK: 

Dry cells, No. 6, ignition type, 
32%c.; No. 7111, same type, 35%c. 
each. 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50 

B batteries, No. 767, $2.06 each; in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, £2.80 
each Layerbilt, No. 486, $3.20 each: 
units of 5, $2.97; New L ayerbilt, No 
4.85, $3.22 each, in units of 5, $2.97 


each 


BOLTS AND NUTS. —Local demand is 


normally steady. Prices are firm. | 


Stocks are apparently adequate. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 

Carriage bolts, 55 off list Case 
lots, 60 per cent off list 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
”) per cent off list; 1% to 1%, 30 off 
list 

Coach serews, 55 off list Case lots, 
60 per cent off list Step bolts, 50 
per cent off list 


BUTTS.—Demand steady. Stocks are 
ample. Jobbers quote 3% x 3% steel 
butts at 19c. per pair in less than case 
lots and in case lots the price is 181c. 
per pair. 


CARPET SWEEPERS.—Very good de- 
mand reported. Prices are firm. Stocks 
appear adequate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 
Carpet sweepers, Standard, $3 each; 
Universal japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Auto clocks and small sizes 
suitable for traveling and summer 
komes are particularly active at this 


time. General line of alarm clocks | 
fairly active. Prices are steady and not | 
expected to change. Local wholesale Prices are firm and stocks are ade- 
| quate. 


stocks are adequate. 


FRUIT PRESSES.—Very active de- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 





nous, $2.46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, $1.05. 

Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46 


CLOTHES DRYERS.—Active demand. | 
Prices unchanged. Stocks <a 


JOBBERS’ QUOTATIONS TO RE 
TAILERS, F.0O.B. NEW YORK 

Outdoors clothes dryers, $10 yore 
Second grade, $7.25 each. Prices | 
are net 


| steady. Stocks adequate. 


FLASHLIGHT UNIT CELLS.—Good 
demand. Prices the same. Stocks are 
satisfactory. 


PRESERVING EQUIPMENT. — De- 
mand still very active in this territory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


mand for this item. Prices eaten, 
| 


Fruit presses, plain hinged tub, No. 
0, $6; No, 21, $7.50; No. 22, $8.50; No. 
22M, $10.50; No. 23, $13.50, and No 
24, $18 Prices are each. 

Ratchet type fruit presses, No. 5A, 
$10.50; No. 5, $13.50; No. 3A, $18.75 
No. 3, $24; No. 2B, $27.75, and No 
2A, $33.75. Prices are each. 

Juicy fruit presses for home use 
qt., $3.60; 6 qt., $4.50; 12 qt., $6.20 
Prices are each. 

— crushers, No. 14, plain tyne, 
$5 No. 11, wheel crusher, $7.13; 
No. S, wheel crusher, $9: No. 30, galy 
plain crusher, $6.25 No. 20, galv. 
erusher, $10, and No. 25, wheel fruit 
erusher, $11.25, Prices are each. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Eveready Flashlight unit cells, 
No. 703, 19%4c.; No. 706, 13c.; No. 719, 
68c.; No. 734, 40c.; No. 750, 13c.; No. 
751, 19%c.; No. 950, 6%4c.; No. 935, 
64%c.; No. 409, 32%c.: No. 705, 19%c.; 
No. 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 





JOBBERS’ QUOTATIONS Ah RE. 
TAILERS, F.0O.B. NEW YOR 

Preserving equipment, somone No. 
100; $8.34 per doz.; Capper No. 1008, 
$9.17 per doz.; Capper No. 101S, $106 
per doz.; Capper No. 200, 80c. per 
doz.; Capper No. 222, $16 per doz.; 
strainer set, No. 200, $10 per doz.; 
strainer stand, No. 301, $4 per doz.; 
strainer bag, No. 302, $4 per doz.; 
filter bag, No. 303, $4 per doz.; filter 
bag, No. 304, $4.22 per doz.; filter bag, 
No. 305, $6 per doz.; syphon filter, 
No. 400, $8 per doz.; filter disc, No. 
401, $1.20 per doz.; hose guide, No. 
402, 60c. per doz. 


NAILS. — Normally active demand. 
Prices steady and stocks apparently 
ample. 


JOBBERS’ ee ee TO RE. 
TAILERS, F.0.B. NEW YORK: 

Common wire nails, “arte 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 10d, $3.75 per keg. 
Common wire nalis, galvanized, 4d, 
$6.75 per keg; 6d, $6.50 per keg; 8d, 
$6.35 per keg, and 10d, $6.25 per keg 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.3 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; Sd, $6.60 per keg, and 10d, 
$6.50 per keg. 


ROLLER SKATES.—Demand fairly 
good. Prices unchanged. Stocks are 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, extension web heel 
and toe straps, plain steel rolls, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 


Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 


ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt 
65e. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 12c 
per pair. 

Chieftain line, No. 400, for eithe 
boys or girls, se If-contained ballbear- 
ings, $1.45 per pair. 


SASH CORD.—Demand is normally ac- 
tive in this market. Stocks are in satis- 
factory condition and prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Sash cord, Samson _ Spot No. &, 
671%4c.; Aetna No. 8, 33%c.; Phoenix 
No. 8, 41ec.; Sachem, No. 8, 38c. 

No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Fairly active sales. Stocks 
are ample and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Wood screws, flat head, bright iron, 
50-10-10; round head, blue, 45-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10- 10 
flat head, brass, 45-10-10; round head 
brass, 40-10-10. These discounts ap 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
discount. 


Reading matter cont*nued on page 110 
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” Advantages of Handling 7 
Guaranteed Columbian Rope 
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E AUBURN, N.Y. 


Ww 4 GUARANTEED RO or 
MADE BY COLUMBIAN ROPE COMPANY 





Advantage No. 2 


Columbian Sales 
Make Permanent Customers 


Theoretically, there’s no argument. When you can show 
your customers a Guaranteed product at approximately the 
same price as a nameless article of unknown quality, they are 
naturally going to take the Guaranteed product. 











Practically, there’s no argument. Columbian Tape-Marked 
Rope is unrivaled in giving the most service per dollar. Here 
is just one concrete example of the permanency of Columbian 
customers. 


A Columbian Dealer in Iowa sold the Tape-Marked Rope 
to be used for loading logs. Another job took the people who 




















bought this rope to a different locality. Being unable to secure 
Columbian, they bought some “just as good” rope. It lasted 
only a few days. In order to obtain more Columbian Tape- 
Marked Rope, they drove back to their original dealer—a 
distance of nearly two hundred miles. 


That is the kind of repeat business which Columbian as- 
sures. You can make permanent rope customers. Ask your 
jobber for Columbian Tape-Marked Pure Manila, the Guar- 
anteed Rope. 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches: New York Chicago Boston New Orleans 


MBIANmnicROPE 
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Atlanta Hardware Market Sees 
v ™ Good Fall Trade—Prices Steady 


| (Atlanta Office of HARDWARE AGE) Twentieth Century Water Coolers 
' ‘ - . 4 e : lete with sta é » Bree 
ATLANTA, GA., Sept. 5.—Business with local hardware whole- and ae ak aoe eee 


salers is reported good. Orders for present and future shipment | _*!4.°! each. 
FILES.—Orders are fair, stocks full, 


aggregate a satisfactory volume and there is still the prevailing _with no indication of price change 
opinion that fall business will be good due to encouraging crop re- JOBBERS’ QUOTATIONS TO RE. 
ports received from most agricultural sections. Some of the deal- an ge Meer phi ihe - gees 
ers in this section are laying in stocks larger than ever before and list, less 50 per cent. Other brands 
believe that the majority of farmers will be able to liquidate their | prEEZERS, ICE CREAM. Season is 
debts of the year and still have a surplus that will enable the holi- | getting late, although business con- 


day purchasing to be unusually good. Prices remain steady and | tinues good and many orders are yet 
collections are reported as fair. being filled. Stocks are complete and 
| prices firm. 
——e JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 














per doz. pair. Heavy tee hinges, 6 
in., $1.40 per doz. pair; 8 in., $2. Ex- 
tra heavy tee hinges, 8 in., $3; 10 in., 
$4.75. 3 
CLIPPERS. — Toilet clippers are i 
good demand. Stocks are complete an 


list; No. 12 battery, $5 each list; No. 
15 battery, $6.75 each list. Klaxon 
horns less 35 per cent; in lots of 12 
less 40 per cent. 
AXES.—Business for immediate and 
fall shipment is good. Stocks are com- 


Garbage Cans and Pails.—No. 00 
pails, $6.50 per doz.; No. 0 pails, $7.75 

| per doz.; No. 1 pails, $11.50 per doz.; 
| No. 2 pails, $13 per doz. No. 66 cans, 
$17 per doz.; No. 77 cans, $19.50 per 
doz.; No. 88 cans, $23.50 per doz.; No. 

150 can, $42 per doz.; No. 180 cans, 


AUTOMOBILE ACCES SORIES.— Mt” es, cell, ‘apd each; No. 1661, 6 White rym Freezers.—1 at., 

: : cell, $2.37 each, $4.80 list; 2 qt., $5.60 list; 3 qt., $6./5 

There is a good demand for accessories. | BOLTS. NUTS AND RIVETS.—Orders list; 4 qt, $828 list; 6 qt’, $10.45 list. 

Jobbers’ stocks are complete and prices| —— *. *’ , : A 8 qt., $13.40 list; 10 qt., $17.90 list; 

esas | are increasing, with stocks well as- 12 qt., $21.50 list; 15 gt, $25.60 list: 
| sorted and prices are the same. | 20 qt., $33.20 list; 25 qt., $42.60 list. 

JOBBERS’ QUOTATIONS TO RE- | | Arctic Freezers.—1 qt., $4 list; 2 
TAILERS, F.O.B. ATLANTA, GA.: JOBBERS’ QUOTATIONS TO RE- | qt., $4.60 list; 3 qt., $5.45 list; 4 qt., 

Mansfield Balloon Tires.—29 x 4.40- TAILERS, F.0.B. ATLANTA, GA.: $6.80 list; 6 qt., $8.60 list; 8 gt., $11.1U 
21 in., $8; 29 x 4.75-20 in., $10.05; 30 | Carriage and machine bolts are list list. 

x 5.25-20 in., $12.50; 31 x 5.25-21 in. less 60 per cent. Nuts list less 60 per The above list prices. are less 50 
$12.90; 31 x 6.00-19 in., $17.10; 32 x | cent, Stove bolts less 75 per cent per cent discount. 
6.00-20 in., $17.40. Tire bolts less 50 per cent. Lag bolts Alaska Freezers.—1 qt., $2.95 list; 

Mansfield High Pressure Tires.—30 | 60 per cent. Rivets, large, $4 base 2 qt., $3.45 list; 3 qt., $4.10 list; 4 qt., 
x 3% Cl, $5.45; 30 x 3% extra size, | per 100 lb. Small wagon rivets at 60 | $5 list; 6 qt., $6.30 list; 8 gqt., $8.20 
$7.25; 30 x 3% S.S., $9.10. per cent, list; 10 qat., $10.75 list; 12 qt., $14 list; 

The above carry a 5 per cent dis- BUILDERS’ HARDWARE.—Business| at. $17 list; 20 gt., $21.50 list. 
count. ° - Alaska freezers take discount of 20 

Weed and Rid-O-Skid tire chains is good. Stocks are complete and per cent and 10 per cent. 
are quoted at list less 30 per cent in prices are very firm. Frost King Freezers.—1 qt., $2.10; 
quantities of less than 12 pairs. Less : | at., $2.50; 3 qt., $3; 4 qt., 3. 60; 6 Ng 
35 pr cent in quantities of 12 to 49 JOBBERS’ QUOTATIONS TO RE- $4.60; 8 qt., $5. 80; 10 qt., $7.75; 12 at., 
pairs. Less 40 per sent in quantities en tn bec pbc gy seeds ye $8.75. 

, 0 pairs o more. ba ) la tec stee yutts, Cc . r 7 . 
* deeeion Seark etuss. —No. X, 45c. brass or old copper plated, in less GALVANIZED WARE.—Business _1S 
each: No. 5, 53c. each; No. 6, 53c. than case acta, eS Aran, Ope: | good; jobbers’ stocks are complete, with 

wo xX be, per pair; xX 4, $2 | . : ‘ s 

* Springhel Automobile Pumps.—No. per 100 pair. Plain he) butts with | no indication of price change. 

, $1.35 each; No. 5, $1.50 each. loose pins, size 2 x 2, $1.05 per doz. JOBBERS’ QUOTATIONS TO RE- 

‘Automobile Jacks.—No. 610 Walker, pair; 2% x 2%, $120 per doz. pair; TAILERS, F.O.B. ATLANTA, GA.: 
The. each; No. 600 Walker, 90c. each; 3 x_3, $1.30 per doz. pair; 3% x 3%, Water Pails.—8 qt., $2 per doz; 10 
No. 1 Walker, $2.10 each; No. 515 $1.65 per doz. pair; 4 x 4, $2.30 per qt., $2.20 per doz.; 12 qt., $2.60 per 
Walker, $2.40 each. doz. pair; 44% x 4%, $3 per doz. pair. doz.; 14 qt., $2.85 per doz. 

Klaxon Automobile Horns.—No. 3 Hinges, heavy strap, size 4 in., 95c. Wash Tubs.—No. A, a per doz.; 
hand, $4 each list; No. 11 battery, $4 per doz. pair; 5 in., $1.25; 6 in., $1.50; No. 0, $5.10 per doz.; No. $6.50 per 
each list: No. 8 battery, $3.50 each 8 in., $2.50; 10 in., $4.30; 12 in., $6.85 | doz.; No. 2, $7.25 per me: No. 3, 

$8.50 per doz. 


a 5 








plete, with prices firm. ge aidan iain $52. 50 per doz.; No. 210 cans, $60 per 
’ T RE.- - | doz. 
A ST OTtANTA. GA.: TAILERS, F.O.B. ATLANTA, GA.: Light Well Buckets.—10 qt., $4.50 
Single bit, first quality, unhandled, No. 1 Stewart horse clippers, $14 per doz.; heavy well buckets, 10 qt., 
$14.75 per doz.; first quality, handled, each, less 33%, with repairs at the $5.50 per doz. 
$19.25 per doz.; single bit, second same discount. Brown & Sharpe, _Oil Cans.—1 gal., $3 per doz.; 5 gal., 
quality unhandled, $13.50 per doz.: bressant and narrow blade, $4.50 per $7.50 per doz. 
single bit, second quality, handled, Fay Roy Spleen Gentleman, HOES. — Business is slow, stocks 
$17 base. aeiaabhe ie broken, prices v 
' , ’ : ery firm. 
BATTERIES.—The demand is light.| COTTON COLLARS.—Good bookings a dain te we. 
Stocks are complete, with no indication | 47¢ reported for future shipment. TAILERS, F.0.8. ATLANTA. GA. a 
i JOBBERS’ QUOTATION RE- Scovil Hoes, No. 00, $11.50 per doz 
of price change. TAILERS, FOB ATLANTA’ ge list; No. O, $11.75 per a list; No. 
JOBBERS’ QUOTATIONS TO RE- Old Beck cotton collars, $7 per doz.;: 1, $12 per doz. list; No. 2, $13 per doz. 
TAILERS, F.O.B. ATLANTA, GA.: Lankford Junior cotton’ collars, $9: list; No. 3, $14 per ty ‘list. : 
Broken Full Lankford, $10.50. 4 — Hoes less 45 per cent dis- 
Packages Packages ‘. - count. 
RRR 6 oo $2.53 $2.33 CUTLERY.—The present demand is Handled hoce, with 5 foot handles, 
DEE GGseawe seen cones 3.58 3.33 ; regular cotton hoes with goose neck 
oe < eal aaa 4 1. good. Salesmen are booking orders for or straight shank, 6% in. blade, $7.95 
SRR Gee ary 3.00 2.80 both prompt and future shipment on er doz. beam piade, $8.25 per doz.:; 
EEE sensed skeacan ess 1.32 1.14 i 7 in, ade, $8.60 per doz.; 8 in 
— haapepemae 42 "39 pocket, kitchen and table cutlery, blade, $8.90 per doz. 
SCE! peace eet 1.05 97 razors, shears and scissors. Prices Cotton Choppers hoes with 5 foot 
ON. rr res 1.40 1.30 remain firm. handles, 8 in. blade, $8.60 per doz.; 
No. 779 .....-.-se0eeees 1.40 1.30 . : " P 9 in. blade, $9.50 per doz.; 10 in. 
ig CS ey 2.06 1.92 COOLERS.—Business is only fair; blade, $10.10 per doz. A 
No. € telephone type, $30 per 100. stocks are broken; prices firm. LADDERS, STEP. —Business 1s only 
No. 6 ignition type, 922.50 per 100. fair, stocks well assorted, prices firm 
Flashlight Batteries.—No. 935, $9.25 JOBBERS’ rye ee TO RE- ’ » P . 
per 100; No. 950, $9.25 per 100; No. TAILER F.O.B. TA, GA.: JOBBERS’ QUOTATIONS TO RE- 
790, $18.50 per 100; No. 705, $27.50 per Jalvanized Lined Weiter" Coolers, 2 TAILERS, F.O.B. ATLANTA, GA.: 
100; =, 750, $18.50 per 100; No. 761, gal.. $2 each; 3 gal., $2.15 each; 4 gal., Ae grade, 4 ft., $1 each: 
$25 per 100. $2.35 each; 6 gal., $3.10 each; 8 gal., $1.25 each; 6 ft., $1.50 each: 8 
Multiple Hot Shot Batteries.—No. | $4 each; 10 gal., $5.25 each. , $2 each. 








Reading matter continued on page 112 
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The big new store of the E. L. Wilson Hardware Company at Beaumont, Texas, is another credit 
to Duluth Merchandising Methods. 


Will Your Merchandising Methods 


Stand This Test? 


In the history of retailing there never was a 
time when the independent retail store was put 
to the test they are meeting now. 


Chain stores, mail order stores and many 
others are fighting for the dollars your cus- 
tomers have been spending with you. 


Will your store stand this test? Will your 
customers stay with you? 


You can check up your a me- 
thods easily by talking them over with the 
“Duluth” man. 


The “Duluth” man has nothing to sell you 
unless — need it. He will tell you how other 
stores like yours, have met present day com- 
petition and he will tell you how others who 
waited too long lost many dollars in business 
and profits. 


DULUTH SERVICE INCLUDES 

1—A thorough analysis of present merchandising prob- 
lems in the store. You can compare your problems 
with other stores of a similar nature. 

2—Designing of a store arrangement that will exactly fit 
= requirements of your store. No two stores are 
alike. 

3—The building in an economical manner the equipment 
to carry out the plan decided upon. 

4—The installation and merchandising of the equipment 
including sampling of display panels and the ar- 
rangement of the merchandise on the tables. 

5—Merchandising consultation with the largest and most 
complete merchandising department in the country. 


Do you know any of these people 


Nicholas Hardware Company, Oak Park, Illinois. 
Pickett Hardware Company, Warren, Pa. 

B. Gertz, Inc., Jamaica, New York. 

Sullivan-Markley Hardware Company, Greeneville, S. C 
Tatum-Cunningham Hardware Company, Corsicana, Tex. 
Miguel-Guerra-Parra, Santa Domingo, S. 

The above firms are all installing Duluth Equipment 
at the present time. Two of them are getting their 
second installation. They bought Duluth only after a 
most careful investigation. They can’t all be wrong. 


SEND TODAY for complete information. Find out whether or not Duluth can help your 
profits. It will not obligate you to ~ a eo? - worth many dollars to you. Ask for 
ooklet B17. 


DULUTH SHOW CASE CO., DULUTH, MINN. 


Business Analysis 


Store Planning 


DULUTH 


STORE EQUIPMENT 


Installation 


Sampling 
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LAMPS.—Orders are only fair, stocks 
complete and prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Plain glass lamp bowls, in cartons 
of 12, $3.50 per doz. and up. 
LANTERNS.—Good bookings are re- 
ported for future delivery. Stocks are 
complete and prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Monarch, $8.25 per doz.; DeLite, 
$13.50; No. 210, $7.50; No. 150, $8.50; 
No. 160, $12; No. 160BR, brass fount 
and red frame, $18. 


LAWN GOODS.—Business is good; 
stocks are complete; no price change 
expected this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Ball bearing lawn mowers from 
$7.50 up. Plain bearing lawn mow- 


ers, $4.50 up. 

Water hose, % in. by 5 ply, Te. per 
ft.; % in. by 5 ply, 8c. per ft.; % in. 
by 5 ply, 9%c. per ft.; in 25 ft. 
lengths, 50 ft. and longer, %c. less. 

Hose nozzles are $4 to $6 per doz. 

Rain King Sprinklers, $2.25 each; 
Giant King Sprinklers, $7.50 each; 
Ring Sprinklers, 50c, each 


Hose reels, $3.35 up; hose couplings, 
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list and subject to a discount of 60 


per cent. 

Drinking Founts.—No. 1, $2 per 
doz.; No. 20, $2.75 per doz.; No, 24, 
$4 per doz.; No. 32, 7ic. per doz. 

Feeders.—No. 11, 85c. per doz.; No. 
12, $1.65 per doz.; No. 27, $1.65 per 
doz.; No, 28, $2.50 per doz. 

sJouble Feeding Troughs.—No. 58, 
$2.50 per doz.; No. 59, $3.60 per doz.; 
No. 60, $4.75 per doz. 

Large Feeders.—No. 140, $9.70 per 
doz.; No. 141, $14.50 per doz. 


REFRIGERATORS.—Business is good 
for jobbers and retailers; stocks are 
slightly broken, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Competitive line of refrigerators. 


Top icers, 35 Ib. ice capacity, $9.50 
each; 55 Ib., $11.50 each; 65 Ib., $13.50 
each, 95 Ib., $16.50 each. 

3 door front icers, 40 Ib. capacity, 
$13.75 each; 60 Ib., $17 each; 65 Ib., 
$20.50 each; 95 Ib., $23 each; 125 Ib., 
$24.50 each; 135 Ib., $27.60 each. 


ROPE (COTTON).—A good volume of 
business is being booked for future 
shipment. Prices very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, -F.0.B. ATLANTA, GA.: 

Cotton rope is quoted at 28 to 36c. 
per pound, 
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5 ft., $4.91; No. 225, 5% ft., $5 11; No. 
225, 6 ft., $5.85; No. 225; 61% - 5: 
No. 12, 5 ft.. $5.10; No. 12, 5ke ft 

No. 12, 6 ft., $7; No. as 5 ly it., 36 


STOVES, OIL COOK.—The demand is 
increasing; stocks are full and prices 
| firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 


Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 e ach 
list; 4 burner, $29.50 each list; 5 


burner, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list: 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $2.50 
each list: glass tanks with valves, 
$1.40 each list. , 

Nesco stoves and repairs 
per cent discount. 

“Perfection.”—No. 72, 2 burners 
$17.50; No. 73, 3 burners, $22.50; No 
74, 4 burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more: on 
less than 10, 30 per cent. 

“Puritan” (Improved Model).—No. 
42, 2 burners, $17.50; No. 43, 2 burn- 
ers, $22.50; No. 44, 4 burners, $28.50 

Puritan discounts the same as Per- 
fection. 


take 30 


WIRE PRODUCTS.—Orders are satis- 


\ %, oa .25 doz.; clinch c - . ‘ : . : 
igs, $i.7h ber doz: galvanized hose | SCREEN GOODS.—Business is good; | factory, stocks ample, with no change 
clamps, % to % in., 25c. per doz. stocks are complete, with no indication | in prices. 
Hose washers, 60c. per Ib. f ch : . a 
Gaivanined sprinkling cane, 4 ¢t., of change in price. JOBBERS’ QUOTATIONS TO RE- 
$6.50 per doz.; 6 qt., $7 per doz.; 8 JOBBERS’ QUOTATIONS TO RE- mais ten we ge gale GA.: 
qt., $8 per doz.; 10 qt., $9 per doz.; TAILERS, F.0.B. ATLANTA, GA.: aa. ee Pe eeen 
12 qt., $10.75 per doz. Screen Doors.—3 x 7, No. 240, $18.50 ¢ oy erl ; ». ae A 
saa sj is i j j per doz.; No, 240G14, $20.50 per doz.; nite sa Se inne ng ee : 
NAILS. Business is increasing with No. 301, $26.75 per doz: Noe 301Gia, 10 RE EAT Pea 3.66 1.06 
competition keen. Stocks complete and $28.75 per doz. | ER irate telah ne oi 265 ‘iB 
prices unsettled. _Screen Windows, Wood Frame.— NE: ee ee a 145 
No. 2437, $5.50 per doz.; No. 3037, 16 4.20 1.85 
JOBBERS’ QUOTATIONS TO RE- $6.85 per doz.; No. 3637, $8 per doz. bath “Wité.Per 'Mecred epool: 3- 
TAILERS, F.0.B. ATLANTA, GA.: Screen Windows, Metal Frame.— point light cattle, $2.50; 2-point light 
$3.25 per keg, base is quoted, 1% No. M2437G14, $9.85 per doz.: No. hog, $2.75: 4-point heavy coe $3.40 
in. polished staples, $4.25 per keg; M2837G14, $10.85 per doz. 4-point. cage hog $3 60 ee ai 
+ gag galvanized staples, $6.50 per SAWS (CROSS CUT).—The demand is waves ae en Per 20-rod 
. . ° rOll, 726-14, $5.25; 832-12, $6; 959-11, 
POULTRY NETTING AND SUP-| increasing, stocks are full and prices $7.85; 1446-1214, $11. 
a : . . ! it.— rage fence 
PLIES.—Business is still good; stocks | firm. Big iF gee ge eer 
JOBBERS’ QUOTATIONS TO RE- $4.85: 2158, $5.50. , 


well assorted; no price change. 
aps! s TAILERS, F.0.B. ATLANTA, GA.: Steel Fence Posts.—“T" galvanized, 











JOBBERS’ QUOTATIONS TO RE- “Simonds” cross cut saws.—No. 13, 5 ft., 55¢e. each; formed painted, 35« 
TAILERS, F.O.B. ATLANTA, GA.: 5% ft., $6; No. 13, 6 ft., $7: No. 324, each; “T” galvanized, 6% ft... 61 

Hexagon and straight line netting 5% ft., $6; No. 324, 6 ft., $7; No. 22, each; formed painted, 45c. each; “'T” 
at list as follows, for No. 20 gage: 5% ft., $6; No. 22, 6 ft., $7: No. 22, galvanized, 7% ft., 70c. each; formed 
galvanized before weaving, 12 x 1, 6% ft.. $8.10; No. 22, 7 ft., $9.20; No painted, 50c. each: “—T’ galvanized, 
$4.95 per roll; 18 x 1, $7.12 per roll; 325, 5% ft., $6; No. 325, 6 ft.. $7; 8 ft., 75c. each; formed painted, 55c. 
24 x 1, $9.08 per roll; 30 x 1, $10.83 No. 325, 6% ft., $8.10; ae 325, 7 ft., each. 
per roll; 36 x 1, $12.38 per roll; 48 x 1, $9.20; No. 0214, 5% ft.. $3.20; No. 0214, Wire Screen.—Fair weather, in- 
$16. ” per roll; 60 x 1, $20.63 per roll; 6 ft., $3.45; No. 200, 51% ft., $4.50; No. creases orders. Prices quoted f.o.b. 
72 1, $24.75 per roll; 12 x 2, $2.1 200, 6 ft., $4.90. Atlanta. 
per ol: 18 x 2, $3.08 per roll; 24 x 2, } “Atkins” cross cut saws.—No. 5, 12-mesh, black, $1.85 per 100 sq 
$3.92 per roll; 30 x 2, $4.68 per roll; 5 ft., $5.40; No. mw, 5% ft.. $6: No. 5, ft.: 14-mesh, galvanized, $2.60 per 100 
36 x 2, $5.35 per roll; 48 x 2, $7.13 6 ft., $7; No. 5, ft., $8.10: No. 4, sq. ft.; 16-mesh, galvanized, $2.90 per 
per roll; 60 x 2, $8.91 per roll; 72 x 2, 5 ft., 5.40; No. hi: 5 ft., $6: No. 4, 100 sq. ft.; 16-mesh bronze. $6.59 pet 

The above prices are | 6 ft., $7: No. 4, 6% ft., $8.10: No. 225. 100 sq. ft. : 


$10.69 per roll. 


Television—Not Ready for Dealers 
| or Customers 


It should be firmly impressed on the minds of pros- 
pects w ho make inquiry of the dealer with regard to tele- 
vision equipment that it is impracticable for home use 
at present. If you have prospects who are waiting to 
purchase their radio until they can secure a television set 
explain the situation to them, telling them that th: will 
no doubt have some time to wait. You can rest assured 


EALERS should not go into the television equip- 

ment business as yet on account of this feature of 

radio being strictly a laboratory proposition in its 

present stage of development. Television in its present 

state is not ready to be placed in the hands of the dealer 
or customer. 

The public at large have a misconstrued idea of tele- 


‘isi This is oul » to newspapers giving ac- or oe , 
vision. This is, no doubt, due to newspapers giving that it will be some time before television sets will be 
counts of the transmission of moving and even colored Fue. dhe : ; ge 7” 
ei ; = Le - 4... practical from either a mechanical or financial viewport 

pictures by radio. Through such articles the public has The ti ‘ill ¢ r levisi ce ae ti 
heen led to believe that the equipment used is compara- a wae Cy ee Cer enen Soemevers na 
tively simple and reasonable in price. This is an erro- built simple enough and inexpensive enough for home 
use; until then we would suggest that dealers adopt the 


The apparatus at this time is com- 


neous impression. 
and, further, requires the undivided 


plicated, expensive watchful waiting policy and endeavor to sell their tried 


and proven lines of radio. 


attention of radio engineers who have made it a study. 
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Twin Cities Look for Good Trade 
During Fall and Winter Months 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Sept. 12.—Vacation is over, the pupils are back in 


school, and the routine for fall and winter has begun. 


There is 


always a feeling of settling down to work when school begins and 


that extends even to business. 


Crops continue to fulfill the prom- 


ises made earlier, although in some communities there is apparent 
the decrease, due to weather conditions, of the amount of yield. 
Over the Northwest tributary to the Twin Cities the yield has been 
very good, and business for the fal] and winter should compare fav- 
orably with that of any year lately and probably will exceed it. 
Prices have changed on some items, lawn hose, glass, rope and 


sash cord having been affected. 


AXES.—Demand is showing some im- | 
provement. Prices are firm. | 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: | 

Single bit, bese weight axes, $16.50; 
double bit, base weight, $21.50; | 
bit, unhandled, $15; double bit, 
handled, single bit, $19.25; double bit, 
$24.25 doz., net. 


AUTOMOBILE TIRES AND TUBES. | 
—Demand still is good, with ample | 
stocks on hand. Fall driving is exten- | 
| 
| 


single 
$20; 


sive and the demand will probably con- 


tinue for some weeks. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Mansfield tires, Liberty cord, 30 x | 
3%, $6.10; heavy duty oversize, $8.30; 

| 

| 


balloon tires, 27 x 4.40, $8.70; 29 x 4.40, 





$9.15; 30 x 5, $13; 32 x 6, heavy duty, 
$21.10; 32 x 6.20, heavy duty, $24.85 
each, less 5 per cent. Mansfield tubes, 
tan, 30 x 3, single lots, $1.50; case 
lots (12), $1.40; 32 x 4, single, $2.50; 
case (12), $2.40; 34 x 414, single, $3.10; | 
case (12), $3; gray tubes, balloon } 
types, 27 x 4.40, $1.80: case (12), $1.70; | 
29 x 4.40, single, $1.85; ase (12), | 
15; 2 , single, $2.25; case (12)" | 
: , single, $3.10; case (12), 
$3; § single, $3.50; case (12), 
$3.40 “each, "a6 ss 10 per cent. 


BOLTS.—Call for bolts is steady, with | 
good volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, all 
sizes, 60 per cent; stove bolts, 75 per 
cent; and lag screws, 60 per cent 
from standard lists. 
BRADS.—Brads are selling well, with | 
prices firm. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 
Steel wire brads, 75 per cent from 
lists. 


BUILDERS’ HARDW ARE.— Deliveries | 
in this line are fair, holding up well 
with the general market for this year. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3%x 3% steel butts, old copper 
and dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots: 
4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair, less than case 
lots, 25c. pair in case lots; broad 
hevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
f-ont door set, $1.85 per set; cylin- 
der brass outside trim, bit-keyed 
front door sets, $1.85 per set; cylinder | 
front door sets, $6.50 per set. | 


| GLASS AND 


} 

Light plain strap hinges, 3 in., 56c. | 
doz. pair; in., 75c. doz. pair; heavy, | 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 | 
in., 62c. doz. pair; 4 in., 78c. doz. 
pair; heavy plain tee hinges, 4 in., 
$1.06 doz. pair; 5 in., $1.20 doz. pair; 
6 in., $1.40 doz. ‘pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; "g in., $2.83 
doz. pair; 10 in., $4.53 doz. pair net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS. are steady, 
with fairly good volume. Prices show 
no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates, $5.50 per 100 ft.; 
conductor pipe, 28 ga., 3 in., in crates, 
not nested, $5.50 per 100 ft.; 3 in. gal- 
vanized corrugated conductor pel 
$1.73 doz.; 4 in., $2.88 doz. net. 


FILES.—Demand is good, with stocks 
well filled. Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Sales in this 
line are good, with stocks well assorted. 
“Moving day,” Sept. 1, and the days 
that followed, increased the sale of 
garbage cans and pails and other arti- 
cles for household use. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.3. T\VIN CITIES: 
Standard 10 qt. galvanized pails at 





2.55; 12 qt., $2.70; qt., $3; 16 at., } 
pt pails, 34. 70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 2, 
$7.90; No. 3, $9.20; heavy galvanized 
tubs, No. 1, $12.85; No. 2, $14.05; No. 
3, $15.25 doz. net. 


PUTTY.—Demand for 
glass and putty is increasing with the 





hint of cooler weather in the retail | 
trade. Prices on glass are slightly | 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pure putty, in 50-Ib. 
steel drums, $4.85 cwt., net. 

HOSE REELS.—Demand 
less as the season wanes. 
no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: | 

Donley All Steel hose reels, No. 2, | 
at $2 each, net. 


is growing | 
Prices show | 


ICE CREAM FREEZERS.—Sales are 


steady, with fair volume. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. TWIN CITIES: 

White Mountain 

$2.80; 3 qt., $3.33 4 qt., $4.13; 
5.25; 8 qt., $6.75 each, net. 

¢ ot., $2.30; 3 Gt. 

$4.30; 8 qt., 

t 


freezers, 2. aqt., 
6 qt., 
Arctic 
$2.78; 4 
$5.55; 10 
galvanized, 






zers, 
, $3.40; 6 qt., 
$7.40; Acme, 2 at., 
4 qt., enameled, $1.65 each, net. 


LAWN HOSE.—Sales are still fair, 
with stocks well filled for present de- 


mands. Prices are lower than last 
quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Competition, 5, in., 3-ply, hose, 
5.25; Good Luck, % in., 6-ply, $9; 
ge Shear ge 5 in., 7-ply, $12.75; Leader, 
5% in. -ply, $5.75; Manhattan Whip- 
cord ‘Moulded. 5 in., black, 500-ft. 
bales, $7.75; red 5% in., 500- ft., bales, 
$8.25 per 100 ft., net 


LAWN MOWERS.—There is still a fair 
sale for lawn mowers, with prices hold- 
ing firm. Stocks are being graded down 
for close of the season. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Philadelphia, styles A and C, 40 per 
cent; style E, 45 per cent; style K, 
30-5 per cent from lists. 

NAILS.—Deliveries are good, with 
stocks well filled. Prices have not 
changed. 

JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.0.B. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails in 100-Ib. kegs at 
$3.10 per keg, base. 


OIL STOVES.—Sales are showing good 
volume, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 500 Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 2 3 with No 
1103 shelf, $28.50 each, less 30-5 per 
cent. No. 79, Perfection, with black 
cabinet, $78 each: No. 78 only, $22.50 
each; No. 73 with black cabinet, $24 
each; with a discount of 30 per cent 
in lots of less than 10, and 39-5 per 
cent in lots of 10 or more 

PYREX OVENWARE. — Demand is 


showing an increase with the coming of 















cooler’ weather. Stocks are being filled 
for fall trade. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No, 634 casseroles, 
33; No. 212 bre: id pans, 60c No. 
200 pie plates, 67¢.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No 
12 teapots, $1.67; No. 26 teapots 
$2,338, and No. 953 percolator tops, Tc. 
each, net 
REGISTE liveries are steady, 
with good volume. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
20 per cent, and 
registers, 49 per cent 


Cast iron registers, 
wrought steel 
from lists. 





ROPE.—Call for rope is good, with 
stocks well filled. Prices have been 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
grade, manila rope, 7/16 


sest 
and larger, 22c, and smaller 


in., 
than 
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7/16 in., 23c.; best grade, 


l7c. lb.. base. 
SANDPAPER.—Demand is showing a| 
very good volume, with stocks well | 
filled. Fall painting and decorating is | 
getting under way, and call for this line | 
is good. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Sales are 
steady, with good volume. Prices show 
no change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz, 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 pe. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 per 
doz.; Silvershyn, im oz. size. $1.80 
per doz.; Waterless cleaner, 2 pt. 
size, $5.40 pér doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 
size, $2.60 per doz.; 12 oz. size, $4.32 
per doz.; 16 oz. size, $5.40 per doz., 
and Dry Cleaner, 8 oz. size, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
ean, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean. .—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz, cans, $2.15 per doz.; gross lots 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 


sisal rope, | 


cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per qt., 


and doz. quantity, $1.75 per qt. 
Hercules tile and porcelain cleaner, 
2 doz. less than gross lots, and $1.90 
‘doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 
each. 
Eeonomy 


Plumber drain pipe 


| ume of business in this line. 


cleaner, 1 lb. cans, $2 per doz.; 2 Ib. \ 
cans, $3.90. The 1 lb. size is packed 

in 1, 2 and 3 doz, to the carton and 
the 2 lb. size is packed 1 and 2 doz. 

to the carton. 


SASH CORD AND WEIGHTS.—De- | 
mand is good, with ample stocks on 
hand. Prices on sash cord show an in- 


| crease. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sash cord, No. 8 (base), 
65c.; second grade, 38c.; third grade, 
36c.; cast iron sash weights, $2 cwt., 
net. 

SCREEN DOORS AND WINDOWS.— 
Sales are declining in this line as the 
end of the insect season approaches. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, 2.05 each 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz. net. 


SCREWS.—Deliveries show a good vol- 
Prices are | 
firm as quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 

Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
flat head brass, 45 per cent; 


head brass, 40 per cent from lists. 


| SOLDER.—Demand is good, with stocks 


in good condition. Prices have not 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Strictly half and half solder at 32c., 
and warranted half and half solder 
at 33c. a Ilb., in 100-lb. boxes, net. 


| STEEL SHEETS.—Call for sheets is | 
Prices are | 


steady and in good volume. 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Galvanized steel sheets at $4.75 | 
ewt., base (24 ga.), and black steel | 
Sheets at $3.90 cwt., base (24 ga.). 


TIN.—Demand is good, with stocks well | 
filled. Prices show no changes. 





A New Clipping Machine 


The Chicago Flexible Shaft Co., 
Ill., is placing on the market 


Chicago, 
a new low | 


> 
Py 
; 
' 
' 
: 
; 
' 





| 


priced electric clipping fnachine. The 
machine is sturdily built with a wide spread 
tripod stand, heavy leg brackets and a tu- 
bular steel upright. Power is furnished by 
a heavy duty %-hp. motor with a belt 
drive, making it possible to use the motor 
for such other work as running a wash- 
ing machine, churn, cream separator or 
pump. 

The clipping head is the latest B-1 model | 
and is equipped with a 15-ft. flexible shaft | 
of spring tempered coil steel covered with 
heavy canvas. 

The machine will be distributed through 
the regular hardware channels. Further 
information and dealers’ discounts may be 
obtained from the manufacturer. 


Meta, The Handy Safety Fuel 


The handy safety fuel, Meta, well known 
throughout Europe and manufactured in 
Switzerland, is now being offered to the | 





| 
| 
round | 
! 
i 
| 
} 
| 
} 
| 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 2s, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 Ib. coating, $15.50 box, net. 


WIRE.—Fence wire is moving out in 
increased volume for the fall demand. 
Prices are steady as quoted. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base) smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 
WIRE CLOTH.—The end of the season 
approaches and_ stocks are _ being 
graded down. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

12 x 12 mesh black, $1.80, and 12 
x 12 mesh aluminum finish, $2.20 per 
100 sq. ft., base, net. 


WHEELBARROWS.—Sales are fairly 
good, with ample stocks on _ hand. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz., net; No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WRENCHES.—Demand is steady, with 
good volume. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & ‘Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.6; 15 in., $2.75 each, net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13. 75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8; 
Crankease Drain Plug Sockets, oz 20: 
No. 90, Mae Socket Set, $3.70; No. 
1817, Giant ‘‘Snap-on”’ with extra 
heavy duty ratchet, $27.35 list, less 
3314 per cent discount. 


trade by Irving Puttmann, 420 Lexington 
Avenue, New York City. 

Meta is a very compact, light and con- 
manufactured in tab- 


venient safety fuel, 





let form. It is solid, burns like gas, con- 
tains no alcohol, and can not explode. It 
is said to develop more heat than wood 
burning without smell. It does 
water. 


alcohol, 
not melt and is not affected by 
This product has many uses in the home, 
when camping, and also in the laboratory 
or office. Numerous handy appliances cat 
be secured for its use, but it can be burned 
anywhere. Attractive display material 1s 
also furnished. 





Bee 
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All is Not Gold that Glitters 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 


One of the best-remembered things said by old Joe Jefferson, when he played 
“Rip Van Winkle,” was his talk to his dog Fido. Patting the dog’s head he said thought- 
fully, “Fido, when you die you are dead, but, when 
I die, I've got to go to hell yet.” 

When we grind a valve it may pass inspection 
and look fine, but, after it leaves the shop, “it then 
has its real work to do yet.” 

This reminds me that when I started investigating \ q 3 

/ Es 
' 





water-mixed compounds with an idea of developing 
one myself, I found, after grinding a valve, it looked 
great; but, it worried me not a little to find that 
these water-mixed valve jobs didn’t stand up when the valve was put into service—they 
seemed to leak compression about as badly after grinding as before. 

It took some time to find the trouble—the vegetable matter, used as a binder for these 
abrasives, became sort of baked on the valve seat through the friction of grinding, leaving 
a high gloss all right (which looked like a real job) but, of course, this film was soon 
burned off in operation and the same leaky valve remained—the binder had filled up the 
irregularities and pores in the iron—a real grinding job had not been done. 

For a year we labored to produce a water compound with a 
binder which could be easily and completely removed from the 
surfaces after grinding—not an easy job, but we have it in Clover 
Water-Mixed. 

The pride of every good mechanic is to see that a job not only 
looks right but stays right; so the importance of using a reliable 
grinding compound is evident. 

I know Clover Water-Mixed Valve-Grinding Compound 
will do anything any other water-mixed compound can do— 
and then some. 

I should like you to have a sample and will send it with my 
compliments—if you’re looking for 
good work and real speed, I know 
you'll like it. 

And, by the way, if you would also like a sample of the 
old reliable Clover Grease-Mixed Compound, just men- 
tion the fact and the two samples will come in the same 
package. 














Beek E. B. GALLAHER: 
CLOVER MFG. CO., NORWALK, CONN., U.S.A. | Clover Mfg. Co., Norwalk, Conn. 
Send Samples checked / 
SINCE 1903 Clover GREASE-MIXED Grinding 
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Hot of the 


Little yarns that others have laughed 





over culled from various sources. 


contemporary puts it: 
have been copied, the rest will be.” 


One of two girls in the bus was reading 
a newspaper. 


“I see,” she remarked to her companion, | 


“that Mr. So-and-So, the octogenarian, is 
dead. Now, what on earth is an octo- 
genarian?” 

“I’m sure I haven’t the faintest idea,” 
the other girl. “But they’re a 


replied 
You never hear of one but 


sickly lot. 
he’s dying.” 


Liza and Fannie were discussing their 
Sunday night dates. 

“Yes, mam, I done had me a_ neckin’ 
party last night!” 

“Neckin’ party? 
know them is out of style? 
them four thousand years ago.” 

“How you done know they. lad them 


Law, chile, don’t you 
They had 


four thousand years ago?” 

“Cause my mammy done told me that 
the Bible says that King Solomon took the 
Queen of Sheba into the banquet hall and 
he fed her wine and nectar !” 


Meeting his pet enemy on Main Street | 


one day, Jim observed affably : 

“IT was sayin’ some good things about 
you to a man this mornin’.” 

“Ycu was?” 

“Ya'as. I said you had the best cattle 
an’ sheep of any farmer I knowed. An’ 
what was more, I said that pair o’ hosses 
o' yourn was the finest in Franklin County 
least $800.” 
say it 


wuth at 

“Who'd you 
flattered foe. 

“The tax assessor.” 


to?” queried the 


“Do you drink?” 
“No.” 
“Then hold 


shoe lace.” 


this quart while I tie my 


oem, 


\nd then there’s the fellow who thought 
homicide was a hair tonic. 


Him: “I don’t like your inviting that 
chap to dinner. He used to kiss you be- 
foré. we were married.” 

Her: “Well, so did you.” 


Him: “Yes, but I’ve got over it 


movbe he hasn't.” 





and | 
| 


“Did you see the Tuileries when you 
were in Paris?” 
“Well, we called, but they weren't in.” 


Pat: ‘Have you christened your new 


baby yet?” 

Mike: “We have.” 

Pat: “And phwat did you call it?’ 

Mike: “Hazel.” 

Pat: “Sure, bad cess to ye; with 223 
sairits to name the kid after, ye had to go 
and name it after a nut.” 


, 


Little Willie: “I don’t want to go to 
that damn school any more!” 


Father: “Why, Willie, where did you | 


ever learn such a word as that?” 

Little Willie: “Why, William Shake- 
speare used words like that.” 

Father: “Well, then, quit runnin’ around 
with him.” 


Pullman Porter: “Yo’ berth, please, 
ma’am ?” 
Indignant Lady: “It’s none of your 


business, you impudent rascal.” 
Pullman Porter: “But, ma’am, you can’t 
go to bed until you tell me.” 
Indignant Lady: “Well, if 
know, it was April 1, 1891.” 


you must 


Captain (to Irishman applying for job 
cn board a ship) : 
sea before?” 

The Son of Erin: “Do you think I came 
over from Ojireland in a cab?” 


She: “What happened to you? Were 


| you in an accident?” 


He: “No, I was being shaved by a lady 
barber when a mouse ran across the floor.” 


Wife: “You think so much of your old 
golf you don’t ever remember when we 
were married.” 

Hubby: “Sure I do. It was the day 
after I sank the 30-foot putt.” 


Big Sister: “Oh, dear, why doesn’t the 
baby stop crying? I don’t know what to 
do with her.” 

Little Sister: “Why? 
tions come with her?” 


Didn’t the direc- 


“Some of them 





“Have you ever been to | 


As a 





Teacher: “Where is Berlin?” 
John: “In New York, writing a 
song hit.” 


An agriculturalist entered a hardware 
store and asked about the merits of Kelly- 
Springfield tires. The salesman started his 
talk when a voice came over the radio, 
“Kelly-Springfield tires are so-and-so,” 
speaking highly of them, of course. 

The farmer leaned over and _ shouted 
into the loud speaker, “How much are 
31 x 4.95 ?” 


MacGregor: “Are you the mon who cut 
ma hair last time?” 

Barber: “I don’t think so, sir. I’ve 
only been here six months.” 


He: “Every kiss intoxicates me, darling 
Would you like me to be a drunkard ?” 

She: “Well, yes, on the condition that 
you don’t mix your drinks.” 


Sergeant (at police station): “What! 
You back again?” 

Prisoner: “Yes, sir. Any letters?” 

Hortense: “And do you think he was in 
earnest when he proposed to you?” 

Marjorie: “Yes; his cigarette went out 
and he didn’t notice it.” 


Hero: “Cur, where are those papers?” 
Villain: “They are at the blacksmith’s 
Hero: “Aha, you are having them 


forged.” 

Villain: “No, I am having them filed.” 

“I’ve just heard your son was an under 
taker. I thought you said he was a phy- 
sician.” 

“Not at all. I just said he followed th 
medical profession.” 


vie “ce ; 1 1,3 
The Judge: “So your name's Joshua, eh: 


You're not the Joshua that commanded the 

sun to stand still, are you?” 
Joshua Holden: “Lor’, no, Judge. 

de man dat made de moonshine.” 


\h’m 


Judge: “You can take your choice, $10 


or ten days.” 
Prisoner (still in a foggy 
“T’ll take (hic) the money y’r honor. 


condition) : 
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FrantZ Straps and Tees 
Sell Easily 


Because They Cost No More 
Than Ordinary Hinges 


Examination reveals the heavy gauge 
steel, the clean-cut edges, the sag-less joints 
and smooth action of FrantZ Hinges—out- 
standing features quickly recognized by 
your trade. Sold either in attractive cartons 


or in bulk. Write for details and prices. 







HEAVY GAUGE STEEL 















Each size of FrantZ Strap and Doors hung with FrantZ Strap 
Tee Hinges is made of heavy and Tee Hinges will not sag. 
gauge steel that was adopted Both halves of the hinge not 


as a standard only after it was only fit together closely but 
found by actual testto be more are rolled smoothly and snugly 
than strong enough to assure aroundthepin. Thereis nogive 
long, satisfactory service. nor play anywhere inthe joint. 





The patented method ot 
blanking provides an equal 
amount of roll around the 

in for both parts of the 
rete The weight of the door 
is thus distributedevenly along 
the pin, insuring long wear. 











CORRECT COUNTERSINKS 


The screw holes in FrantZ Strap and 
Tee Hinges are located to obtain the 
maximum anchorage from each screw. 
These holes are smoothly counter- 


faces will be found that make handling sunk so that when the proper sized 
uncomfortable. The ends of the pins screws are used their heads will fit 


are riveted into smooth, round heads. COMPLETELY ROLLED flush with the pad of the hinge. 


CLEAN EDGES 


FrantZ Strapand Tee Hingesarecare- 
fully blanked by a patented method 
to correct sizes and with square, true 
edges. Noroughness nor oily sur- 








GUARANTEED 
BUILDERS 
HARDWARE 


Frantz Mfg. Co. | BAY 3) s/ Sterling, a 











Extra Heavy Tee Hinge 
No. 763 
With Loose Pin 





Light Tze Hinge 
No. 704 


















a 
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DEAMON D“E” 








The Diamond “E” is the original adjust- 
able cloth window ventilator with the all metal 
frame. And the only ventilator of its 
type that you can fully guarantee 
to your customers. 8&8 popu- 
lar sizes made to retail 
at to $1.05. 










55c. 















IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








SHARK BRAND CHISELS 
FULLY GUARANTEED 


Because of their reputation as dependable 
tools, sell with little effort, which means 
sure profits to you. Shark Brand Chisels 
are produced from the finest Swedish 
charcoal steel, are sturdy and well made 
and craftsmen and lovers of good tools 
appreciate their quality. 
Butt Beveled Edge 
Regular Beveled Edge, 
Socket Chisels. 

We carry a full line of 

SWEDISH Made TOOLS and HARDWARE 








Manufac- 

tured by Order from your jobber today, or write 
E. A. Berg 

Manufac- SCANDINAVIAN WESTERN 
ae Sen IMPORTING CO., Ltd. 
Eckilstune, 107-109 Lafayette St., New York, N.Y. 
Sweden Minneapolis, Minn., Montreal, Can., 


Seattle, Wash. 








A Very Attractive - Bird Cage 


Made of beechwood 
with black non-rust- 
ing wire and trans- 
parent unbreakable 
glass _ protectors. 
There is no_ possi- 
bility of the food 
being thrown out. 
First class work- 
manship. Has many 





ie " 


eg 


A 


Hl 





strong selling fea- 
tures. Send © for 
catalog. 


Stadtilm, 


Holzindustrie Stadtilm, Germany 

















cy 


Children Demanded SAIL BOATS 
and Wymore Hustled Out and 
Got Them 


(Continued from page 85) 


sight, where it may be handled and selections made, for 


the Wymore’s go on the theory that merchandise—ip 
order to be sold—must first be well displayed. 
“In preparing for the week-end or a vacation trip. 


| sometimes the members of an entire family may drift in 
| one at a time to buy baseballs or vacuum bottles, ice 


| neighborhood, 


cream freezers, flash lights, golf balls or tennis 
rackets. 

‘In fact every member of the family from mother and 
father down, seems to find this neighborhood hardware 
store a very handy thing. 

“We advertise in the Country Club Plaza Bulletin, 
sort of a shopping guide, combined with the news oi the 
and which goes to a. neighborhood list 


or 


| of 13,000 or more people who live right around here. 


“We do quite a bit of advertising by mail. Short 
snappy letters that the people will read. Also we send 
out a quantity of circulars in the statements and in- 
voices. \Ve do mostly a cash business and maintain a 
good delivery system. 


“Mrs. \Vymore keeps the books,” and he nodded to a 


| little balcony at one side, that overlooked the main part 





| and she raised her head and smiled as he spoke. 


a big ledger 
“This 


of the store, where his wife was bent over 
store is a family affair, my wife and our two sons and 
myself. I have been in the hardware business over four- 
teen years and moved into this lucation for years ago. 

“We frankly admit that catering to the children and 
reaching the parents through them has brought us some 
of our best business and made us some mighty good 
customers. Not an hour in the day passes but we wait 
upon a mother accompanied by a child. 

“If the mother brings a child along when she comes 
in to buy a brush or an aluminum pan, she almost al- 
ways buys a toy. The children become so fascinated 
with the toys that it is hard to tear them away, so if she 
cannot afford the auto or the child has one at home, she 


| usually compromises with a stuffed cloth camel, or a doll 


| or maybe a tiny toy auto that a child can carry in 


one 


| hand.”’ 
| 





New Type Faultless Caster 
The Faultless Caster Co., Evansville, 
Ind., has developed a new type oi caster 


which is said to eliminate many of the dis- 
advantages found with casters in the past 
It is made in an extensive variety of styles 
and sizes to cover every possible demand. 

The wheel of this new type caster is 0! 
a composition which is solid from bushing 
to tread, it possesses strength yet is so soit 
and resilient at the tread that it can not 
injure fine floors or rugs. 

One of the major features of this type 
caster is the pivot bearing which holds the 
caster in a_ spring-like grip pe rmitting 
swiveling. Complete information will be 
sent by the manufacturer upon request. 
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Marlin Hard Hitting---Long Range---Sturdy 


NOW —Marlin Guns Move Fast 
with Good Profit for You 


FIFTY YEARS of dependable performance ... . the prestige of popular 
approval . . all goes to give a demand to Marlin firearms. There’s 
a good profit, a “quick profit in every sale. Order your Marlins early. Adver- 













™ Marlin Shotgun Model—43-A 


12 ga. take-down, hammerless, 30 or 32 
inch, Full Choke, 28 inch Modified Choke, 


or 26 inch Cylinder Bore, 
6 shots, Solid Steel Breech, 


as out. Solid Top. Side Ejection. Press 


Button Cartridge Release to 
shells from magazine. Au 


Hang-Fire Safety Device. Double Extractors. 


Trigger Safety. 


matted barrel. 
inside as well 


remove loaded : 
tomatic Recoil Rifles. 


tised to 18 million people. Send for Catalog. 
In addition to Model 43 shown here, Marlin also makes the 12 gauge Hammer, 
Model 42, and the 20 gauge Hammerless, Model 44, and a complete line of 


The Marlin Firearms Co., 143 Willow Street, New Haven, Conn. 

















VENTILATOR 


More PROFITS This Fall 











Prices from $1.25 
R-S-M leisen 
= = 
45 Different 
Models 


Send for Com- 
plete Price List 


A new fail 
novelty. A high 
grade, 6 jewel 
lever movement 
watch, set in a 


CANT OUTLIVE 


THE NASCO” 


THE LIGHTER with a LIFETIME GUARANTEE 


The Finest and Most Practical Lighter 
Made Regardless of Price 









OU 







18 kt. Gold Plated 
Triple Silver Plated 
Covered with Genuine 

Leather Skins 
Pearl Inlaid 

Cloisonne 

Enamel 
Crystalline 
Finishes 

Engine 

Turned 

and 

Brocaded 


—A ventilator that sells equally fast in 
Spring, Summer, Fall and Winter. 


The R-S-M Ventilator has met with 
quick, steady sales wherever introduced. 
Perfected in every detail, it is now offered 
for national distribution. 


With the exclusive feature of a remova- 
ble front, the R-S-M Ventilator is readily 
salable twelve months in the year. Com- 
bining the advantages of a regular win- 
dow screen in summer and fresh air with- 
out dangerous drafts in all kinds of 
weather, the R-S-M will be a profit maker 
for you. 


A fast selling ventilator at an attrac- 


tive mark up. Ask your jobber about the 
R-S-M or write direct for prices. 


Reading Sheet Metal Products Co. 


compact 18kt. 








> lighter. Watch 
> may be had 
with radium or 





Tllustration— 





gold _ plated ife Size 
numerals. Pop- a 
pularly Priced. \' 
p= \ 
Cee OE _ " 
- Nasco 139 Fifth Avenue 
Silver Co., New York 
Inc. 








Front and 











Department B 


Reading, Pa. 


Chestnut Sts., 
































No. 135-17—A compact, convenient 
chest. Equipped with six well pro- 
portioned perfectly fitting drawers. 
Size 1014” x 8” x 17”. 





—— 


A COMPLETE TOOL CASE 


HERE is a complete line of Armored 

Green Cases. Carpenters, householders 
and machinists all find the Green Line dealer 
prepared to supply them with a case adapted 
to their requirements. 
You can cash in on this feature through increas- 
ed sales, with a minimum amount of stock. 
Write for complete catalog and sales literature. 


GREEN-CASE, Inc. 


Racine, Wisconsin 








Eastern Office 
89-91 Warren Street 
New York, N. Y. 


Chicago Office 
Surpless Dunn & Co. 
34 No. Clinton St. 


LINE| 








No. 70-25 — A specially designed 
HouseholdersCase. Hasfulllength5 
compartment tray and saw bracket 
for 20” saw. Size 8” x 8” x 25”. 














8 3 go erm pacha tele ory Son 








HARDWARE AGE for SEPTEMBER 13, 1928 





qp You’re Sure to Meet Otis Stubbs 


















To please the taste of those that discriminate! (Continued from page 88) 


to manipulate the boat, so that the latter will readily 
appreciate the simplicity and thrill of handling a boat. 

Mr. Stubbs has five salesmen, two ladies and two por- 
ters as a store staff. He encourages the sales staff to 
participate in all of the sports, providing time and equip- 
| ment for this purpose. He finds that every time one of 
the staff plays a round of golf the store benefits imme- 
diately with direct sales from contacts on the links. 
Stubbs not only sells golfing equipment to the players, 
but also has a nice business on power mowers and other 
equipment needed by the club maintenance staff. 

It is interesting to note that Savannah has what is 
believed to be the oldest American golf links. Estab- 
lished in 1811, these particular links have breastworks 
used during the Civil War. 

When you are in Savannah, Ga., take some interest in 
any of the sports. You are sure to meet Otis Stubbs. 
He takes the lead in such activities and has, very natur- 
ally, developed a big business in equipment for sports- 
men. Last year his sales were more than $60,000. If 
you keep your eyes open for sporting papers or on the 
sport pages of Savannah newspapers you also meet Ctis 
Set No. 250 F Stubbs. He has been featured in leading motor boat, 


iota fishing and kindred publications. 
COLONIAL TYPE ESCUTCHEONS 


cAND 
THE NEW POPULAR DESIGN GLASS KNOB 


that wins admiration for its sparkling reflections ana sensational finish. 








Prejudice or Principle 


— KNOW a man who can seldom talk five minutes 
(QD INDEPENDENT [JOCK Kale) without saying “I am a man of principle—this is a 
matter of principle with me.” He is the most serious 

FITCHBURG, MASS. wer OT P P ' is the 1 
—— —===' man I[ know. If your watch were five minutes faster 
o eco, than his he would argue as solemnly as if he were de- 



































$ termining on war or peace for an entire nation. 
3 3 Yet the truth is that this man who means so well 
; § who talks, eats and sleeps “‘principles’—has very few 
7 > indeed. It would break his heart if he discovered it. 
What he has is a stock of prejudices. What he fights 
i > ~=©for are things he found in the world when he came into it. 
; ‘ [ am sorry for that man. It is a pity that so much 
$ » earnestness and sincerity are lost. Night after night he 
b > = =probably comes home and relates sadly to his patient 
Pd 2 wife and children, the trouble he has “with blind men 
; $ who can't see the truth and are utterly without princ iple.” 
‘ ; I have hired that man for myself although, of course, 
$ 2 he isn’t aware of it. He is my danger signal—my stop 
: 3 light. Every time I am in an argument and I am ready 
3 > to “solemnly declare my principles” this man appears 
; a ; before me. That’s the signal to ask myself—is this 
P Cuttin In? . really my principle or is it only my prejudice? Do 
P g ° 3 really believe this because I am satisfied that it is the 
; fi so, are you trying to find the remedy—or just suffer- $ truth or is it because I have always believed this or my 
soa wow Mal the Chain stores do not offer better mer- § lather did before me—or the little group I run with be- 
chandise; they don't give better values; nor do they have lieves it: 
— r eee ea sa antes ern I am amazed at the results I get. I used to state truths 
3 nere, then, do the} lage? s 4 ee ts ame ee eit: ~ Pies ° Ter 
$ one answer—display! — AGERE IE NET NE ie ae ne Sigg st “oy it sig ’ ask geeaggne 
p The Wilson Hardware Company of Buffalo, N. ¥.. where the above picture § ‘Today I realize that few real truths are born in an 
$ longer’ from “Chain ‘tore competition: Heller Double Duty, duvley tables § tire age. | 
and = price e . sie > 
todaye—ne ebliastion I used to pity other men because they always seemed 
: wrong. So many men were always wrong! So many 
H EK LLE R $ men were utterly without principle. Today I am amazed 
: 2 to discover the number of men who are just as earnest 
> Check the items you are interested in, q 
tear out this ad and mail it today.” # W,C.,HELLER & CO. about the truth as I am. 
3 0 eee ene eneie Rubies [| Business Building Store Bauipment And only the other day, I secretly overheard my young 
$ F Nail Counters 700 Bryant St., Montpelier, Ohio daughter declare that I am much better dinner company 
9 © Pennsylvania Metal Saw Rack New York Office, 20 Vesey St. $9 than I used to be. 
of Are e-em ee ; But she probably doesn't know about my stop-lignt 
Nereornrrreerereoeereonnns o roves 3 —The Shaft. 
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Conmuente from Hardware Age 


Readers 8 4 


Many letters have been received from readers of 
HarpwareE AGE since the series of articles on chain 
store competition were started by the editor. Here are Good 
some of them: 
From the Alexander Hamilton Institute 


Dear Mr. SOULE: I OY 


The ideas which have been brought out in your series 
of articles on Chain Store Competition in the retail hard- 
ware store, appear to me to be extremely fundamental Mats 
and presented in a very rational way, so as to be con- 
vincing to any student of the tendencies in retail distri- 
bution. The difficulty with most attempts to treat the for 


subject is that the proponent of an idea either takes one 
side or another and, in attempting to prove his point, 


resorts to over-statement and emotion, thus giving a 
biased and unconvincing story in regard to the possible 1 5 OO 
future of the retail hardware business. ° 
The reasoning used in your recent article on Cash 
Discounts is certainly very logical, and I believe that your Knowing that many of 
recommendations will be followed, even though we swing 
far afield in adjusting the discounts to the different 
types of distributors. handle toys and who 
We have a great number of | inquiries from out Ssub- have great difficulty in 
scribers in regard to the possible future of the chain isp 
store in the hardware field, and I always take great obtaining mats of toys 
pleasure in recommending that your complete set of ar- for their Christmas 
ticles on this subject be read in HARDWARE AGE. 
I trust that I may look forward to reading more of 
this type of article. arranged a special four 
J. L. Fri. 


our subscribers who 


Advertising, we have 


page supplement 
containing 84 


From Binder Bros., Barnesboro, Pa. 
small and me- 


DEAR SiR: 

Your article on Chain Store Competition as it affects 
the jobber and manufacturer is really the finest article I 
have seen written regarding this most important threat- we will send 
ening subject. 

Several months ago a salesman selling aluminum ware 
told me of a manufacturer who made hub caps for auto- $15.00. About 17c 
mobiles. He was a small manufacturer and found that avi 

: ; ; : piece. 
the increasing demand for his product necessitated a 
remodeling of his plant. The motor car manufacturer 
increased his orders every year, at the same time asking 
for a better price for the quantity order. Wishing to be plement will be sent 
still more efficient in turning out more hub caps, the upon request to any 
manufacturer built more factory. Finally the motor car 
company decided that they wanted twice the number of 
caps but would pay only half the price paid on the pre- without any obliga- 
vious lot. The manufacturer could not meet the price ee 
and, of course, the inevitable crash came—the sheriff : 
sold the plant to the automobile manufacturer. Mats will be sold 
_I cannot vouch for the truth of the story; it sounds only to one sub- 
like the appeal of the alarmist and pessimist; but even 
with the most optimistic it is plausible; according to 
your article, very probable, as we see the chain store Write today. 
coming into our own community. As with the manufac- 
turer who made the hub cap, the manufacturer who is 
catering to the chain trade at the expense of the legiti- Hardware Age 
mate jobber and retailer is bound to lose. He will say, 239 W. 39th St 
why Chars Rosbuckle & Co. will give me more working N Y k Ci ° 
hours in the factory than all the individual jobbers com- ew York City 
bined ; and, dealing with only the one concern, my office 
help can be cuf down, fewer men will be needed in my 
traffic department, a saving of the greater part of my ex- 
penses. This is true while it lasts but the manufacturer 


dium sized mats 
of toys, which 


complete for 


A copy of this sup- 


of our subscribers, 


scriber in each town. 
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We Help our Dealers 
Sell 


The Lawncomb 


LEANS lawn with- 
out injuring tender 


i growing grass. Un- 
Vf equalled for raking 











leaves, cleaning out 
flower beds, or around 
shrubbery. Scientific- 
ally designed. Light, 
strong, durable and 
1 inexpensive. Guar- 
NY anteed spring steel. 
“} Finished in_ rust-re- 


sisting green enamel. 


mm o’' 
e, hy | ) j 


Flexible Steel Teeth 
\\Be d_Easily- 





A 





i] 
—__ = 
rN 
mitt i 


alae 


! nln 
(Y our name as Dealer to be 
inserted here) 

















Electrotype or Mat of This Advertisement 
Sent You on Request for Advertising in Your 
Local Newspapers. 


Your customers will buy the Lawncomb for 
raking leaves and cleaning the lawn this fall. 
Light, strong, easy to use—never injures grass 
or plants. Dealers everywhere report quick 
and profitable sales. Secure your stock now 
and be prepared for the demand. 

Profitable arrangements are being made with 
Jobbers. Write us at once! 


Eastern Tool and Mfg. Co. 
Bloomfield, N. J. 








has no assurance that the big chain will continue to pay 
what he asks nor can be assure himself that there will not 
be a merger of different chains whose executive officers 
may not be so favorably impressed with his product. 

The manufacturer, too, has failed to exercise the 
best business principles in selecting his outlet in the 
appointment of jobbers. There are too many firms on 
the jobbers’ list who are at best only retailers. They have 
one or two old men out on the road to sell every little 
ten by twelve store along the route. These small stores 
have no overhead; often the wife runs the store and the 
house at the same time. When a customer opens the 
store door a bell above the door rings and the wife leaves 
the kitchen stove to sell some consumer a shovel, a pair 
of hinges or any other article at about a 10 per cent 
mark-up. The legitimate dealer pays the bill again. 
Only yesterday a one-horse jobber a few miles from town 
sold my customer a gallon of paint at wholesale. You 
can imagine what the customer thought of our firm 
when we asked him 33 1-3 per cent more than what he 
paid this jobber. This is not so much the jobber’s fault, 
for he is trying to get along in the face of this cut- 
throat competition we hear so much about, but it is the 
very serious fault of the manufacturer in his careless- 
ness in appointing jobbers. If the manufacturer takes 
care of what he has and sticks to good sound business 
principles, neither he, the jobber nor the retailer need 
fear the clutches of the chain competition, who will find 
retail problems as hard to solve as the present retailers 
find them; there is plenty of overhead in a chain store, 
too. 

Your articles are always so interesting that I have 
often wanted to send you an applause card. In this 
case particularly my enthusiasm was so great that I 
simply had to get it off my chest. 

Yours very truly, 
Joun L. Brnper, 
President. 


From Hamp Williams 


I have just finished reading “Trade Winds,” by Llew 

Soule, in your Aug. 23rd issue, entitled “The Fallacy 
of Preferential Discounts.” 
' One of the troubles of such discounts and cut prices 
is that we never know the dangers of the practice until 
it is too late. We watch our volume from month to 
month, and if it keeps up we imagine that everything 
will be all right at the end of the year. 

Why guess at it? I have fallen upon a new plan for 
taking stock next year. Our stock sheets will have four 
columns for extension instead of two as heretofore. The 
first will show the cost each, second total cost, third sell- 
ing price each, and fourth total selling price. When 
we have finished we will foot the totals cost and selling. 

The difference will show our margin of profit. If it 
is insufficient, we will proceed then and there to increase 
our selling prices on such items as will permit. We 
hope to have margins sufficient to justify a small price 
reduction, but if so we will determine what percentage 
that will be. 

If our marked selling prices are no more than we are 
entitled to, we will understand that if we make any 
reduction for any reason, preferred or otherwise, we will 
certainly come out short in the end unless it is made up 
in some other direction. So next year one price for my 
firm and no fooling. 

If our stock invoices $100,000 and our selling price 
totals $135,000, we will know that our margin 1s 


























$35,000; our overhead, which is 21 per cent, is equal 
to $28,350, leaving us a net profit of $6,650. This 
would show that we are short $100 of what we should 
have to pay interest on investment and stay in business, 
but that would be an improvement over what we got 
last year. 

Qn the other hand, suppose our selling totals show 
$125,000. We will know before we start that we will 
lose money at our marked selling prices. 

Why should we not have this information before we 
start another year? If our marked prices are not suf- 
ficient to give us a profit, we certainly will get no more. 

Hamp WILLIAMS. 


Reads It from Cover to Cover 


DEAR SIR: 

I always manage to read practically every article and 
advertisement from cover to cover in the HARDWARE 
Ace, and without any doubt or hesitancy on my part, 
[ recommend it as the outstanding magazine of its char- 
acter in the entire country. Receiving the HARDWARE 
Ace is anticipated as much each month as my morning 
paper. 

With all good wishes, please believe me to be, 

Yours truly, 
PEDEN Iron & STEEL Co., 
H. M. Cortey, 
Purchasing Division. 


Wurldsbest Ventilator Display Stand 


The Allweather Ventilator Co., Inc., 100 East 45th Street, 
New York City, has prepared a new display stand finished in 
five colors for its Wurldsbest Window Ventilator. This display 


} 


urldybes 


RAI N- -STO RM 
DUST PROOF 








stand can be used in either the window or on a counter, and has 
been designed to attract attention and create interest in the 
ventilator. 

The Wurldsbest Window Ventilator allows fresh air to enter 
4 room without a draft, and at the same time keeps out rain, 
dust and snow. It is made in sizes to fit any window. 
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A Nece 
in 


Every Home 


A 
Stock 


for 
Every Dealer 


Forts? Sherr 


Nousexeemnc WAS 


Household 
& 

Janitor 

Sizes 




















ssity 


Heavily 
Item 
Coppered 


Steel Parts 
re 


Hardwood 


Handle 
——— 


Light 
& 
Sturdy 
‘Look for This 


Label on Every 
Stick 


. GEM biak 


READE. 





Write us for a Catalog 
Ask your Jobber for Prices 


ARCADE 


HARDWARE 
and TOYS 


ARCADE MANUFACTURING CO. 


FREEPORT, ILLINOIS 























ABSOLUTELY 
GUARANTEED 
AGAINST 
BREAKAGE 





MADE OF 
SEMI-STEEL 


WE will replace any claims for 
breakage free of charge. Stands 


finished in Red Enamel and Gold, 
lasts finished in Black Enamel. They 
sell on sight. 

Lock bearing, strong and rigid. 
Lasts are latest styles. One last for 
ladies’ shoes. Extra heel piece in- 
cluded for all sizes of heels. 

The Last that lasts a lifetime. 


The Fate-Root-Heath Co. 
701 Bell St., Plymouth, Ohio 


N. Y. Office—90-92 W. Bdw’y 
D. N. Winner, Mgr. 








Wehrle 


A New Convenience and Added Profit 


There is such a universal need of fire and 

theft protection for valuable papers, records, 

currency, jewelry, etc., in homes and small 

offices and businesses; such a need to stop 

the small leaks that in small businesses 

often mean the difference between profit 
and loss, that the Wehrle Watch- 
man is the accepted friend alike 
of the building hardware mer- 
chant and his customers. 


They are not 
as essential to 
your stock as 
rails and 
hinges, but 
they bring you 
more profit. 


ane eeee eee - 7 


Return Coupon to 
THE WEHRLE COMPANY 
Newark, Ohio 

Name ... 
Address . 
Send complete information on Wehrle 
Watchman. 



























Makers 
Floor Nails, 
Headless Cut Foundry, Black and Gal- 





72% 
Power 


Nails. 


Greater Holding 
Than Wire 
Won’t Split the 


Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 


of Cut Floor Nails, Rico Hard 
Large Head Cut Foundry, 
vanized Out Shingle, Cut Clinch and 
Hinge Nails. 


READ 
_CUT NAILS 
















“Champion” | 


Tool 


Grinders 


Compare with the 


very highest quality grinders 
now on the market— 


Machine-cut spiral gears make them run smoothly- 
bearing on opposite side of wheel insures long life 
wheels used exclusively—finished in baked 


best quality 
Khaki enamel. 

Each grinder carefully inspected 
strong fibre carton. 


and They Sell at Popular Prices! 


long 
very 


packed individually in 


Compare with grinders you are now selling at 
similar prices. 


Wheel Weight Cases of Each Dealers: Buy them of your job 
No. 44 4x1 6 6 $3.46 bers—it will pay both Jobber 
N 45 5x1 7% fF 4.40 and Dealers to get posted on the 
N 46 6x1 10 6 5.25 advantages this line offers. Write 
No. 47 7xl 11 6 7.50 for complete details. 


331 Ninth Street, 


The Milwaukee Circulating Pump & Mfg. Co. 






Milwaukee, Wis. 
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You need but 
eleven sizes of 
Gene passenger 
car chains to 
take care of all 
tire sizes. Our 
Number 1081, 
for example, 
covers 5 tire 
sizes for use on 
16 cars. 














Smaller Stock 
Less Money Tied Up 


When You Handle 
n& TIRE CHAINS 


When the #e Manufacturing Company 
led the way in consolidating sizes, they 
did a good turn for every dealer. 

Now you can lay in a complete stock 
of Gee Chains for your trade with only 
a fraction of the investment you used to 
make. And you need only a fraction of 
the shelf space to store these chains. 

Eleven sizes of Se Tire Chains take 
care of all tire sizes. 

Put in your order for Hes Tire Chains 
early. Then you are off to a good start for 
a brisk and profitable chain business 
this season. 


See our exhibit, spaces 292-293 
A. E. A. Show 


ng 


TIRE CHAINS 


ae Positive Lock soos 
Double Tied Side Chain ‘ 
Mokes Safety Certain 


7 PYRENE MFG. CO., NEWARK, N. J. 
y Branches: 
Atlanta Chicago 
San Francisco 












Kansas City 


Makers of All Types of Hand Fire Extinguishers 






























lith-Prouty 




































































Old enough to 
Vote 


We designed Reliable Round Track Straight 
Sliding Door Hangers No. 2 twenty-one years 
ago—and we’re proud of them. They satisfy ex- 
acting architects; they save erection time for con- 
tractors and builders; they make the owner for- 
get his door even slides on hangers—and they 
make money for hardware dealers. 


Heavy, high carbon steel round tube track with 
a slot in the back for holding the extra number 
of non-breakable brackets. 


One piece, certified malleable hanger ribbed and 
trussed for double strength; has no rivets or bolts | 
to break or work loose. 


Upper roller bearing wheel with grooved and 
machine turned tread and hardened steel axle, 
can’t jump the track. 





The extra guide wheel, working directly beneath 
the upper wheel, makes it impossible to bind, 
stick or throw the door out of line. 


Hardware dealers can read, with profit, page 77 
of A-P catalog No. 97, or write for dealer facts 
today. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Garage Door Hardware’ Rolling Ladders Overhead Carriers 
Fire Door Hardware Spring Hinges Door Hangers 


oaemenael inate (ve eiemacemmmemamatanentan | 
eenemeiiin oem aR ERNE 
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Which Hod Would You 
Rather Carry? 


if you had to haul mortar for a living, you 


certainly wouldn’t want to ca a hod that 
dripped water all over your shoulder. 

ou would c a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not n 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details 


The Cleveland Wire Spring Co. 
Cleveland Ohio 











Sold in Every | 
State in the Union 


It would be difficult to find a 
place where the COES Knife- 
Handle Wrench is not known 
and sold. 


The wide demand for the 
“COES” is the reason it is 
stocked and sold by so many 
stores. These dealers know 
that a satisfied customer is 
their best friend and they 
know the “COES” makes 
friends and holds them. Sizes: 
6” to 21”. 


Order through your Jobber. 





COES WRENCH CO. 


“Making Wrenches Since 1841” 





Worcester Mass. 
SELLING AGENTS 
5, ©. BReC ORT BO OO. a vic vcccsece 253 Broadway, New York 


JOHN H. GRAHAM & CO...113 Chambers Street, New York 
Also 61 Shoe Lane, London, E. C., England 
FENWICK FRERES......... 8 Rue de Rocroy, Paris, France 








Let People Know About 
Your Merchandise 














How much is it? What is it 
for? How does it work? Where 
is it from? Answer these and 


other pertinent questions in 
regard to what you have to sell 
and your sale is half made. 
You can do this with attractive 
show cards, price 
tickets and win- 
dow streamers. 
And, you can make 
these sales 
help your- 
self, with 
out previ- 
ous experi- 
ence’ with 
a Stencilor 
—a sign 
shop in it- 
self. Thou- 
sands now 
in use every- 

where. In 
fact, THE STENCILOR I8 STANDARD EQUIPMENT WITH 
CHAIN STORES AND OTHERS. DISPLAY YOUR STOCK WITH 
PRICE TICKETS, SHOW CARDS AND SIGNS MADE UP TO 
THE MINUTE WITH THE STENCILOR. Write for prices and 
detailed information. 


DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 


fas Attach this coupon to your firm letterhead === 
Send to your nearest office— 


DISPLAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn 


Eastern Agents, Display Material Co., 191 Pearl St., 
New York, N. Y. 








Canadian Agents, Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 


Please send me without obligation a copy of your book, 
“How to Make Signs.” 


PE <a Shee thas otha cb sone key beore nda s rake esaewan 
RR Re. sigs ta eh Eis Oa Se ei ae aaa tab ie 
DOU. vvconds xeaeeusbncd nausea Reeeenmenseteaes 
RN Ge ae ob pee ae heer otek oo EE 

















—STUDEBAKER— 


Now offers in its famous line of '-ton and 34-ton 
capacity delivery cars—new beauty—new lines—new 
performance—new value. 

Studebaker engineering genius has taken full form in 
the production of these modern delivery units de- 
signed to fit the exacting needs of progressive hard- 
ware dealers. 

These latest Studebaker delivery cars must be seen to } 
be appreciated. Just call your local Studebaker 
dealer—he will gladly show you these remarkable 
delivery cars. 


Prices $860 to $1195 f.0.b. factory. 


The Studebaker Corporation of America 
SOUTH BEND, IND. 


























Stop in 


We will be glad to help you 
with your sales problems. 


239 W. 39th St., 
New York City 


Hardware Age, 




















HARDWARE AGE for SEPTEMBER 13), 1928 127 














The “Premier” 
Ball-bearing—Adjustable Tension 








Type 4001 





Quality and Durability 


“Premier” Spring Hinges may be sold on 
their Quality and Durability without hesitation 
or reservation. 





The design and construction of bearings has 
been given careful attention and many years 
of use on thousands of doors has proven their 
quality. 

An added feature of importance is the sim- 
plicity of application which requires only a 
rectangular mortise cut in the lower corner of 
the door. This means reduced labor costs. 


Send for Catalogue H-42. 
Chicago Spring Hinge Company. 


ATLAS TACK CORPORATION ig gi 
Fairhaven, Mass., and St. Louis, Mo. U. S. A. 


























Best Known — Most Used 
Hose Clamp in the Industry! | GRANDRAPIDS 


Universal Hose Clamps have ALL-STE EL 


achieved this distinction 

through their out - and - out SASH PU LLE y S 
good quality and the equi- \ 

table and square sales policy 


under which they are dis- 
tributed. 


Your guarantee is the name 
“Universal’”’ stamped on each 
clamp and printed on each 
carton. Look for this name 
when you buy and be sure 
you get what you ask for. 


Their size adaptability, ease “any si Ze 
of installation, leak preven- | 

tive feature and_ rust-proof | fa 

construction make them all 


that a good clamp should be. 
Universal clamps are manu- Whatever your requirements in Sash Pul- 


factured from cold _ rolled leys—Ball Bearing, Cone Bearing, Axle 
steel wire—not strap. Their Bearing; drive or face plate types, smell, 
be 



















edges. are smooth. Every pave ae ae ey A = x wes 
i “E -G “ sai y from ée Gran 
clamp is “Electro -Galvan- | Papids All Steel Line. or, instance, in 
JF : the Grand Rapids Line only can you 
One size—1 to 3 in.—fits any obtain the large lubricated Cone Bearing 
hose of any size. For oc- Pulley, self aligning and noiseless. 
casional needs of small hose Acknowledged the World’s Finest, 
we make a Junior Clamp they cost no more than the run of 
adapted to 4% to 1% in. pone ME pulley: Thousands have 
adjustability. used nothing cise for 30 years. A Populer Drwe 
: Bold by AM Distributors—Bverywhere No. 10 Ball’ Bearing o* 
Universal No. 110 Cone o” 
. Co. earing e 3 
Co Grand Rapids Hardware (4-tach cea) - 
Patents oars Industrial 7 558 Eleventh Street, oe # e 
Wares “1, 1921 Hackensack, N. J. Grand Rapids, Mich., U. S. A. o* ge 


on. gorge 
Mail Qupon 69" .8.°",° 

HOSE 4: mee Se 
Adjustable to Lit aruy hose of argy size 








e ° et Ye ed 
+4 Ate 
le i a 
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A Steadily Increasing Market 
For Electrical Merchandise 


Never has the manufacturer needed such stable retail outlets as he 
does under contemporary conditions. His production capacity and 
his profits depend almost entirely upon his distributing ability. His 
success in marketing, in turn, requires inherent loyalty and progres- 
siveness in his retailers. . .. The selection of these retailers, and partic- 
ularly his contacts with them, are of paramount importance. ... In 
the retailing of electrical appliances and accessories, the Hardware 
Merchant offers the manufacturer dealer-outlets that are loyal, pro- 
gressive, and constant. Electrical appliances and accessories are in 
their very essence his merchandise. His store traffic includes all the 
most promising customers—and the aggregate sales of electrical 
items made through him each year can be appreciated when it is real- 
ized that in electrical appliances alone he does an annual business of 
$80,000,000 and his volume is increasing. . . . The Hardware Mer- 
chant is keenly interested in extending his electrical sales, and to 
satisfy his requirements HARDWARE AGE publishes in every fourth 
issue a special ELECTRICAL GOODS SECTION. For the busy mer- 
chant who has no time for specialized papers, this section keeps him 
in touch with market developments, and primarily the latest and 
most successful merchandising plans. .. . The bulk of the electrical 
sales are made by the 13,665 Major Hardware Dealers and almost 
without exception they are HARDWARE AGE subscribers, and they 
pay $3.00 per year for their subscriptions, because they find HARD- 
WARE AGE of material assistance in the conduct of their business... . 
This means to the manufacturer of electrical merchandise that his 
contact with the dealers and jobbers he must reach in the hardware 
field is assured, and his sales message is certain to be read by them in 


the ELECTRICAL GOODS SECTION of HARDWARE AGE. 


Hardware Age 


Electrical Goods Section 
Published Every Fourth Week 








Charter Member 















































Frederick MacMonnies’ 
“‘ Shakespeare” 
Congressional Library. . 


Washington, D. C. 


HOOVER 
LEADERSHIP 


is accepted by the majority of electric cleaner 


purchasers ... for example .. . the public has in- 
vested in Hoovers a total of over $150,000,000, 
the world-record figure in electric cleaner sales. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners «+ The Hoover is also made in Canada, at Hamilton, O1!ario 











CLYDE JENNINGS, Editor 





Ave You Selling Comfort? 


bilities of electrical appliances to your customers? 
Appliances revel in comfort making qualities. 
That is the keynote of their design and use. 

How much more comfortable to sit in a chair at the 
side of a sewing basket after lunch than to go into the 
laundry and finish a wash- 
ing. 

How much more comfort 
in pushing a cleaner over 
floors an hour in the morn- 
ing and feeling sure that 
the house is well cleaned 
than to wield a broom all 
day in dusty rooms and 
then know that the dust is 
merely moved around and 
only the larger dirt is re- 
moved. 

With fall comes a long- 
ing for comfort. People 
generally have settled back 
to work. The days, and 
especially the evenings, become too cool to remain out 
of doors. People plunge into work and are tired when 
evening comes. Everything conspires to make hours 
in the home desirable and comfort is the objective. 

In October the national advertisers are going to 
feature portable heaters and portable lamps in the dis- 
play used in magazines and newspapers. These two 
items of electrical equipment carry an ideal of fall com- 
fort. Think of the man or woman who comes home 
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RE you effectively presenting the comfort possi- 


after a hard day’s work, and visualize solid comfort 
from that point of view. 

A portable heater to give the needed touch of warmth 
and a bridge or table lamp near a big chair complete 
the picture. We believe that this idea in window dis- 
play will give many passersby the impulse to buy. A 

newspaper and a book give 
an added touch. 

If it is desired to carry 
the picture a bit further, 
place a percolator on a 
table within reach. 

These are the points that 
should govern the fall and 
winter display of appli- 
ances. They also give to 
the merchant an _ oppor- 
tunity to profit somewhat 
from the national adver- 
tising. Advertising, to be 
most effective in making 
sales (and that is what ad- 
vertising is for), must 

have a direct connection with some sales agency. The 
wise merchant knows this and seeks to connect his store 
with national advertising. So during October, while 
the advertising for portable heaters and portable lamps 
is being read by your customers, make the proper effort 
to connect your stock with these adveriisements. 

Make a display advertisement from one of the maga- 
zines a part of your window display and refer to this 
campaign in your own advertising. 
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Volume and Profit Await You 
in Washing Machines 


Makers and jobbers are asking hardware retailer to sell greater percentage of the 


ARDWARE merchants are 

being asked by manufactur- 

ers and jobbers to sell a 
much larger percentage of $127,000,- 
000 (retail) worth of washing ma- 
chines yearly—a good proportion of 
which are now being sold through 
other channels because the hardware 
merchants are not making the proper 
effort. A considerable number of 
manufacturers and many jobbers 
have written us that they believe 
the hardware merchant can do this 
job if he will put his mind to it. 

To this great sum may be added 
probably $50,000,000 more as the re- 
tail value of the annual cleaner mar- 
ket. This trade has already turned 
heavily toward the hardware store 
and is making progress’ Jobbers 
tell us that they believe that if the 
retail hardware men would make the 
effort they could do twice as much 
volume in cleaners and washing ma- 
chines in 1829 as in 1928. 

Think over this sum. More than 
$175,000,000. Divided among the 
hardware stores of the country, it 
would mean almost $7 for each fam- 
ily rated as a customer of the store. 
It would mean almost $1.50 for each 
man woman and child that you clas- 
sify as “my customers.” 

And all that is required to get 
this trade is sufficient effort to meet 
a competition that is slipping. The 
statement that the competition is 
slipping is not our idea. It is well 
established. Manufacturers who 
have for years been depending upon 
canvassers are turning to dealers. 
Some factories have given up the 
fight because they have found that 
the steadily mounting costs of can- 
vassing put them beyond competi- 
tion with dealers. 

As to washing machines, we want 
here to correct a misimpression of 
this trade. Some dealers apparently 
think that when we talk about the 
washing machine trade, we mean 


only electrics. We do not. During 
1927 the following machines other 
than electrics were sold: 


Hand power, 66,000 
Water power, 18,000 
Gas Engine, 84,000 


The electrics comprise the greater 
part of the market, of course. Of 
these, 775,000 were sold. Only the 
gas engined machines made good 
gains in 1927 over 1926. The reason, 
we believe, is that they were sold 
chiefly by hardware merchants. The 
movement of washing machines 
through hardware merchants, we be- 
lieve, is the legitimate channel and 
the fact that this is a natural move- 
ment, makes it less subject to the 
whims of sales organizations and of 
people generally. 

The unsettled state of the wash- 
ing machine industry is indicated 
by the number of manufacturers 
now in the business and present de- 
velopments. The number of makers 
range from 48 “selected” (supposed 
to be good firms and good products) 
to 450 listed by some agencies 
that sell addresses at so much per 
hundred. Despite this much too 
great number of makers, new com- 
panies are entering the field con- 
stantly. 

These newcomers see in the pres- 
ent situation an opportunity to get 
a place by crowding out some of the 
weaker companies that have failed 
to decide upon a workable sales pol- 
icy. Also, they see the probability 
of a decline of the companies that 
are pinning their hopes of sales to a 
“door bell” policy or are depending 
upon alleged “cut prices” or expect- 
ing sales chiefly through light and 
power companies. The light and 
power companies are beginning to 
realize their position as to washing 
machines. The amount of current 


used by a family washing machine 
is so very small that these com- 
panies have never been justified in 


$127,000,000 annual turnover 


putting their efforts behind the sale. 
So it is reasonable to expect many 
fewer washing machine campaigns 
by light and power companies. 

The hardware dealer who decides 
that he will push washing machines 
must move rather cautiously. Out 
of this multitude of manufacturers, 
there are a few that have well estab- 
lished sales policies and have been 
working quietly and steadily under 
these policies for several years. 
These companies are making the 
best progress. They were, perhaps, 
almgst eclipsed by the flash-in-the- 
pan methods of canvassing com- 
panies but the market slump of last 
year fell heavily on the flash-in-the- 
pan companies and the dozen or so 
companies that have been working 
steadily and intelligently along legi- 
timate methods showed gains where 
the others lost. 

The manufacturer who has the 
interest of his dealers in mind knows 
that he must provide for this dealer 
a service that will supply machines 
and parts when wanted at a mini- 
mum of shipping cost. Also that 
this service must be at a minimum 
cost to the manufacturer, so that 
his machine may be properly priced. 
It is for these reasons that these 
manufacturers have formed connec- 
tions with jobbers in various sec- 
tions of the country. These manu- 
facturers know the jobber can per- 
form this service cheaper than an 
agency devoted exclusively to one 
make of machine. 

Also they know that the jobber 
has much at stake in the success of 
the dealer and will have an interest 
in the dealer far beyond that of the 
agency who supplies but one item. 

Jobbers, when they undertake <0 
distribute a line of washing machines 
or other appliances, make an inves- 
tigation in keeping with the import- 
ance of the venture. This investiga- 
tion by the jobber serves, of course, 
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Wont Ee 


Did you? 


Washing machines can be made the basis of excellent window displays. 








as protection for the dealer. It 
means that the jobber believes that 
the makers of the washing machine, 
cleaner or other appliance selected 
for distribution have a good product, 
that the company is amply financed, 
that it has a dealer policy and will 
endeavor to live up to it and that 
a stock of parts for repairs will be 
maintained at reasonable prices for 
all models, not only the model in 
current production. 

The dealer needs this protection 
for his position is very different 
from that of the itinerant peddler 
or canvasser who comes to a town, 
rents a store room and sets up in 
business with a few appliances and 
a large force of bell ringers and 
high pressure salesmen. This man 
does not expect to stay and become 
a part of the community, even 
though he does hire some local peo- 
ple to work for him and may join 
the local chamber of commerce. 

But this itinerant knows one 
thing the local merchant does not 
appreciate. He knows that one sale 
of a good washing machine is (un- 
der ordinary circumstances) all that 
will be made to one family. One 
washer should serve for one married 
couple. 

A local merchant who makes such 
a sale has an advertisement in that 
house during the proper performance 
of the washer. It means that every 
time the washer is used, some one 
will think well of the dealer who 
persuaded the family to drop the 
washboard method and take up the 
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quick, labor saving method. Also 
it means when the children of the 
family equip homes of their own 
they will naturally turn to the store 
for a washing machine, if service 
has been maintained. 

These advantages mean nothing 
to the specialist who has only wash- 
ing machines, cleaners or other large 
appliances for sale and he cannot 
afford the patience and trouble to 
make a sale as can the merchant 
who expects to remain in the com- 
munity and build upon the reputa- 
tion of his appliances. 

The high pressure or rush tactics 
of the itinerant often creates a de- 
mand that helps the local merchant. 
A jobber recently told us of such a 
circumstance. This jobber had just 
obtained the sales agency of a very 
good washing machine when an itin- 
erant crew invaded his territory. 

So the jobber made a special effort 
to line up a hardware merchant in 
each community and he advised each 
of them to take a moderate course 
as to soliciting business, advertising 
and other activities, but to keep his 
name and his washing machine be- 
fore the public at all times. 

The itinerant crew visited half a 
dozen towns in this jobber’s terri- 
tory within the next two years and 
made a goodly number of sales in 
each neighborhood. In each com- 
munity, however, the jobber’s mer- 
chant-agent sold more machines than 
any merchant-agent had ever sold in 
these communities before. The best 
records available indicate that the 


os 
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merchant-agents of this jobber sold 
half as many machines as the high- 
powered itinerant crew at only a 
fraction of the expense. In some 
communities the traveling crew left 
an agency with a local merchant, but 
this merchant never did as well as 
the jobber’s merchant. The mer- 
chants, by conservative, persistent 
methods, were building soundly, 
while the visitor was overbuilding. 

Important to this situation is that 
these merchants did not get rattled 
or discouraged by temporary com- 
petition. 

Merchants who build on a machine 
that is handled from maker through 
jobber will seldom have the unpleas- 
ant experience of having the machine 
he sells’ used as a profitless leader 
by a department store or light and 
power company or made the basis 
of a high-powered sales drive. 

In the next issue we will tell you 
something of the assistance manu- 
facturers and jobbers can extend to 
retail dealers. They can and will 
help you to build a profitable vol- 
ume in washing machines. If you 
doubt it, make inquiry among your 
customers and find how few of them 
have washing machines. We know 
of no community where the market 
is saturated for either electric or 
gas engined machines, or for clean- 
ers. Remember, while making this 
investigation, that it is as easy for 
you to sell on installments as it is 
for the specialty dealer, for he clears 
his installment sales through the 
factory on the same terms you can. 















With the Popular, Low 
Priced Conlon Model 97 
x77 the Washer that 


CHALLENGES COMPARISON 
With any Washer at any Price 


The Buying Public today considers it smart to 
be economical—The Conlon Model 97 offers real 
economy—The greatest dollar for dollar value. 


Walter J. Conlon and associates have produced 
an electric washer that for speed, mechanical 
excellence, washing efficiency, simplicity, com- 
pactness, quietness, long life and beauty cannot 
be surpassed at any price. 


... They have produced a thoroughly modern 
agitator type washer, combining every quality 
feature and every wanted improvement, yet so 
simple and unique in mechanical design that 
economical manufacture is permitted, which, 
together with quantity production, makes pos- 
sible a remarkably low price. 


... They have produced a washer of such engi- 
neering simplicity and perfection that profits 
are not eaten up by service requirements; re- 
conditioning expense is reduced to a minimum, 
sales efforts are revitalized; floor sales are in 
volume and yield an unusual profit. 


The Conlon Model 97 Washer is a masterstroke 
in modern washing machine design and per- 
formance—the culmination of fourteen years 
of unexcelled manufacturing experience. 


The specifications for this remarkable washer 
value were published in last month’s Hardware 
Age, Hardware Retailer, Electrical Dealer and 
Electrical Merchandising. If you did not read 
them write for them at once. Now is the time 
to act. The big selling season is at hand. Address, 
Conlon Corporation, 19th Street and 52nd Ave- 
nue, Chicago, Illinois. 
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CONLON PATENTED 
AGITATOR 


NOTE: The Model 97 is also fur 

nished with dependable Briggs & 

Stratton 4 cycle Gasoline Engine 
with foot starter. 








CONLON Model 97 WASHER 








— 
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Meet @o mpetition 
With the lowest Priced Nandard Sue 
Vacuum Chadeer on the Market 


Mark you, this cleaner is the juli 
regulation size, very attractive, ; 27 7. 5 | 





sturdily constructed, light in| 

weight and equipped with the’ 
famous WESTINGHOUSE Air \ Complete set of / 
Cooled, High Speed Motor, the \ ee | 
same type motor used in the © . 258 
high priced vacuum cleaners. 





The ARISTOCRAT Electric Vac- 
uum Cleaner can be profitably 
- retailed at $27.75. It is a quality 
product built for lasting service. 


Go after the largest field— 
the people who cannot af- 


ford a high priced vacuum 


cleaner. 


Every retailer is authorized to 
sive a full year’s signed guaran- 
tee with every cleaner. Write 
for our attractive proposition 
and discounts now. 


The 
REGINA 
CORPORATION 


Rahway, New Jersey 
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Begins With Lamps; Sells 1000 
Washing Machines 


The Whipple-Converse first set about creating an electrical background, 
then undertook selling larger appliances 


VEN that disastrous and wide- 
E; ly heralded Vermont flood did 

not discourage The Whipple- 
Converse Co. of Orleans, Vt., in go- 
ing after washing machine sales. 
Some firms might have concluded, 
after the big washout, that the less 
said about washing the better, but 
Hazen Converse, who has charge of 
electric appliance sales for this firm, 
concluded that during the recon- 
struction people would have less time 
than ever for washing, so why not 
help them by selling labor saving 
devices? 

Of course the conditions in 1927, 
which came to a climax with the 
early November flood, checked busi- 
ness, but 1928 sales are running 
ahead. Here are his figures, includ- 
ing 1921, the year washing machines 
were stocked: 


_ | ae 38 machines 
MC Era euik secre ses 50 ” 
ee eer: 70 = 
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1928...Sales running ahead of 1927 


There you are; more than 1000 
washers, with an approximate value 
of $150,000, sold in seven years and 
still going strong. And this in a 
typical American town of 1400 and 
plenty of competition, including a 
local power company. 

The explanation is that Whipple- 
Converse went after the business, 
and they found that each machine 
sold was a link in a chain for more 
sales. They never neglected any link 
in this chain, but used each owner 
as a source of prospects. 

Back in 1920 the Whipple-Con- 
verse Co., like many other hardware 
firms, was feeling the influence of 
mail order merchandising and the 
chain store was appearing on the 


horizon. The proprietors were look- 
ing about for new sources of volume. 
An electrical department was sug- 
gested and Hazen Converse under- 
took the development of the sugges- 
tion. 

Any hardware merchant who 
thinks his town is too small for a 
successful electrical department will 








Hazen Converse has charge of 
the electrical department 











do well to read carefully what Mr. 
Converse says. 

“At the time we decided to put in 
an electrical department,” states Mr. 
Converse, “there were already two 
such dealers in our town. We could 
see that there would be plenty of 
competition for a time. The local 
light and power company, owned and 
operated by the village, was a par- 
ticularly difficult organization to 
compete with. They sold all major 
appliances at practically cost prices 
to stimulate use of current. 

“But regardless of this, the real- 
ization came to us that many of the 
citizens of the town looked upon our 


store as a source of supply of the 
necessities and luxuries of life. As 
hardware dealers we determined to 
keep this priceless element of good- 
will which had been built up by 42 
years of community service. 


“We concluded that, due to the 
local cut-price evil and other rea- 
sons, that it would be folly to stock 
the larger items, such as washing 
machines, ironers and vacuum clean- 
ers, at first. We began at the bot- 
tom by stocking the smaller appli- 
ances and supplies which did not run 
into money, such as wire, fuses, 
plugs, switches, and especially lamps. 
It was our intention to start with 
lamps and then proceed upward to 
the other appliances according to 
price. 

“In electrical goods there is a 
great deabof association of ideas and 
it occurred to us that by getting peo- 
ple to come to: us for lamps and other 
of the lower priced items, in time we 
would be in an excellent position to 
sell them the washing machines and 
other costly appliances.” 

And that was exactly the pro- 
cedure Whipple-Converse followed. 
A section of the store adjacent to 
the front entrance was set aside as 
the electrical department. A sign, 
“ELECTRICAL SUPPLIES,” was 
placed above it. The new.line took 
up but little space and began to pay 
dividends at once. 

In the matter of display, Mr. Con- 
verse says: “If you’d catch a fish, 
you must show your bait. Getting 
folk to buy electrical appliances is 4 
great deal like catching fish—the 
bait must be dangled before their 
eyes so that they will become inter- 
ested and bite.” 

Display and demonstration have 
been big factors in making the elec- 
trical department of this store grow. 
Lamps are displayed in many ways 
for customers to see them. Lamp 
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cartons can be used to help sell 
lamps by using them for counter 
and window displays. A lamp dis- 
play board is also in use in this 
store. This, according to Mr. Con- 
verse, is a big element in lamp sales, 
as the customer can then select the 
proper size and rating for his indi- 
vidual requirements. 

Gradually the higher priced ap- 
pliances found their way into the 
stock. Mr. Converse continues the 
story: 

“When the time was ripe for us to 
add washing machines, we studied 
the market very carefully in order 
to select the proper line for our com- 
munity needs. We wanted a ma- 
chine that would merit our full con- 
fidence and one that we could 
unconditionally recommend to our 
customers who for 42 years have had 
implicit faith in our merchandising 
policies. The machine we selected 
was not, at that time, very widely 
known, but we had faith in it and 
this faith has been thoroughly jus- 
tified. 

“As stated previously, the local 
power company sold electric appli- 
ances, and we found them our se- 
verest competitors. In the matter 
of washers, they sold them at practi- 
cally a cost basis. Now every hard- 
ware man knows that anyone can 
give merchandise away, but it takes 
a salesman to sell it at a fair and 
adequate profit. To meet our com- 
petition we did not employ cut-price 
tactics, as it is my firm conviction 
that legitimate retailers need not do 
this. We sell all our appliances at 
standard price—giving the customer 
a guarantee of absolute satisfaction 
and stand back of it. 

“Our cue, then, was to put an elec- 
tric washer on one of our trucks and 
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Not many washing machines were sold the day this picture was 
taken from the front door of the store during the Vermont flood 


go out and SELL the best lists of 
prospects any firm can have—ITS 
SATISFIED CUSTOMERS. It’s not 
a new method; many dealers use it 
and find it pays. We have. We made 
what might be called, in effect, a 
house to house canvass—to accom- 
plish which we employed two espe- 
cially designed appliance trucks for 
our salesmen. 

“As an aid we, of course, used 
effective window displays, store dis- 
plays, and judicious advertising 
space in the local and county papers. 
We regard window displays as par- 
ticularly valuable—inasmuch as they 
constitute an invitation to the public 
to visit our store. The better the 
‘invitation’ the more ‘visits’ we have. 
Regarding interior displays’ of 
washers, one of our machines is al- 
ways near the entrance beckoning, 
as it were, to the curious and inter- 
ested to investigate. 

“In our newspaper advertising we 
have enjoyed the fullest cooperation 
from the manufacturer. We used the 


Even 
this 
busy 
store 
has its 
quiet 
hours 





ad copy prepared by the factory. 

“To get our machines and other 
appliances before the people we al- 
ways demonstrate and have booths 
at the local conventions and exhi- 
bitions as well as the annual county 
fair held in a nearby town. These 
have proven profitable.” 

At this point of the interview a 
woman customer entered the store 
and inquired regarding a washer. 

“Now,” concluded Mr. Converse, 
after giving his customer the usual 
sales talk and store demonstration, 
“we want you to try this machine, 
Mrs. Doe. We will have one of our 
salesmen take it to your home today 
—wash with it next washday or any 
day you wish. No obligation at all.” 

These home demonstrations are 
sales makers. Every feature of the 
machine’s, work and care is gone 
over very carefully by the salesman. 
It is this firm’s experience that cor- 
rect demonstration, plus thorough 
instruction as to the use and care of 
all appliances, make for quicker, 
surer sales, better satisfied customers 
and the elimination of unnecessary 
service calls. 

It did not surprise the writer to 
learn that Whipple-Converse have 
practically eliminated the service 
item. They know that nine out of 
every ten calls for service are born 
of ignorance on the part of cus- 
tomers for the proper use and care 
of electrical merchandise. This firm 
is, nevertheless, in a position to give 
full and complete satisfaction to 
every call for service or complaint 
as they stress this as a means of 
building customer good-will. 
(Continued on page 159) 





aie 






aT RT, 





138 HARDWARE AGE for SEPTEMBER 13, 1928 


How Good Are Your Toasters? 


NYONE of average _intelli- 
A gence can test a toaster. 

We believe that the hard- 
ware merchant and his store em- 
ployees rank very high in intelli- 
gence, and so we assert that the 
hardware merchant 
can test any toaster 
offered to him to 
sell and he has no 
excuse for selling a 
toaster that is not 
fairly safe, efficient, 
and comfortable to 
handle. 

Most of all, you 
do not need an elec- 
trician to make 
these tests for you. 

Toasters should 
be made to toast 
bread evenly, 
quickly, safely and 
comfortably. In- 
vestigation 
has shown that not 
all toasters are so 
made. Some appar- 
ently are made 
solely for selling. 
The method of sell- 
ing them is to per- 
suade a_ merchant 
to pass them along 
to the public at 
about half of the 
retail price of a 
good toaster. Mer- 
chants who do this 
lose the good will of 
the public and do 
irreparable harm to 
the appliance mar- 
ket. ; 

The harm comes in this way. 
Many people are still somewhat sus- 


picious of the efficiency and con- 


venience of electrical appliances. 
Such a person buys a cheap toaster. 
It does not toast well, the handles 
get hot, the table is scorched and 
the bread is half toasted. Then this 
toaster buyer is off electric appli- 
ances. 

The Electric Testing Laboratories 
in New York has published results 
of tests recently made on a collec- 
tion of cheap toasters purchased at 
stores by representatives of Elec- 


trical Merchandising. The idea was 
to find if the low priced appliances 
were comparable with those sold at 
standard prices by the established 
appliance manufacturers. 

Simple, understandable tests show 








that they are not. 

On this page are reproduced sam- 
ples of toasting by a number of ap- 
pliances. The evenly toasted sur- 
face was done on a_ standard 
toaster. The others on cheap toast- 
ers. Which piece of toast would you 
prefer for breakfast? Which would 
you like your customers to have? 
Which will make for repeat sales? 
Can you think of anything worse to 
start the day on than a piece of toast, 
burned in the middle and merely 
dried a bit at the edges? 

Other faults found with these 


toasters by these simple tests are: 

Handles get so hot the toast can- 
not be removed with the bare hands; 

Overheats at point where rubber 
covered wire enters the toaster; 

Element is obviously carelessly 
attached; 

Slower to toast 
than a= standard 
toaster; 

Sold with cord 
that does not meet 
National Code re- 
quirements; 

Neither toaster 
nor cord carries 
name of manufac- 
turer; 

Table gets very 
hot under toaster, 
sometimes scorches. 

These tests, we 
assert, are no better 
tests than any mer- 
chant can make in 
his own store. Also a 
hardware merchant 
is a good judge of 
manufacturing. Be- 
cause a toaster is an 
electric appliance is 
no reason why a 
merchant should 
ignore good manu- 
facturing. Indeed, 
because of the 
danger element in- 
volved, the merchant 
should be even more 
critical in passing 
on appliances. The 
danger element is 
present only as 
there is carelessness 
in design and manufacture. The 
well designed, well made _ toaster 
eliminated danger of fire or injury 
to the user. 

Any merchant can make these 
tests himself. An opportunity to 
connect the toaster and bread are 
the requirements. A standard make 
toaster will serve as a guide. If it 
is inconvenient to use bread, pieces 
of blotting paper will serve. 

Any salesperson can make 4 
demonstration for the customer 
if the display counter includes an 
outlet, and all counters should. 
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C Now is the Time — 


Push sales 
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OUR customers are back from their vaca- 
tions—settling down for Autumn—ina mood 
to buy home equipment. 





Every family needs one or more Bright Star 
Flashlights—one to carry in the car—one to hang 
at the top of the cellar stairs—one to keep handy 
for use in closets or garret. 


A little effort on your part will develop a brisk 
General PLSTAR demand for the 1000-foot Focusing Searchlight 
) Serre and the General Utility Flashlight—they come 
to you in attractive, attention-compelling display 
cartons that will do half your selling for you! 


Those models, like all others in the Bright Star 
line, incorporate all the well-known Bright Star 
features—Folding Loop Hanger, Twin Cushion 
Shock-Absorber, Candlelight, Security Switch, 
etc., etc., which put them far ahead of all others. 
You’re selling satisfaction when you sell Bright 
Star Flashlights! 


The consistent Bright Star sales policy protects 
you always, and assures you a liberal profit. Ar- 
range now for your Autumn stock— get in touch 
with your jobber today, and ask him to send 
you the new illustrated catalog of Bright Star 


There is another Flashlights. 


sure-fire seller— BRIGHT STAR BATTERY CO. 
BRIGHT STAR JUNIOR Chicago HOBOKEN San Francisco 


98c Retail See our Exhibit atthe Fifth Annual Radio World’s Fair, 
Madison Square Garden, New York, September 17-22 





in a handsome display carton 





“‘NINETEEN YEARS BUILDING THE QUALITY LINE”’ 
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Lectric Goods Put Jones Across : 


By Hope Conner 


ILL had a modern hardware 
store, 
In his community,— 


An’ I’d been wantin’, quite a while, 

T’ visit him, an’ see— 

How ’lectric goods had sold, an’ if 

He tho’t ’twould really pay— 

Th’ hardware men _ in_ smaller 
towns— 

T’ stock th’ line,—but say,— 


When I blew in t’ Centerville, 

I passed by signs galore, 

Directin’ all,—t’ my surprise,— 
T’ stop at Jones’s store,— 

For comfort, health an’ happiness,— 
Which, so th’ signs proclaimed, 
Could all be purchased, easily, 
From Jones, at prices named. 


Well, on I drove, an’ soon arrived, 
Where windows greeted me,— 

In mass display o’ ’lectric goods, 
Arranged attractively: 

An’ once inside, ’twould surely not 
Be easy for a guy— 

T’ look around, and fail t’ see— 
Some things he’d like t’ buy. 


An’ furthermore, I didn’t have 

T’ sit outside a gate,— 

For half an hour, while Jones, in- 
side, 

“In conference,” made me wait: 

Hg ain’t that kind o’ boss, yo’ see, 

His desk’s right on th’ floor,— 

Where he c’n greet folks when they 
come,— 

T’ visit at his store. 


An’ when I told ’im why I’d come, 

He seemed right glad t’ tell— 

Just what he’d done, but said, “no 
doubt— 

Most stores could do as well :— 

If hardware men would only give 
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More tho’t t’ makin’ sales— 

O’ ’lectric goods:—and spend less 
time— 

A-weighin’ bags o’ nails!” 


I asked ’im if he didn’t think— 

Some might, perhaps, ‘resent— 

His high-power methods, when he 
was— 

On sellin’ somethin’, bent: 

He laughed t’ scorn, th’ notion that— 

He used such methods, tho, 

An’ says, “my boy, I’ve common 
sense,— 

Th’ only ‘trick’ I know.” 


“T talk t’ folks in language they 
Are used to,—that’s my rule:— 
No matter if they’re engineers, 
Or fresh from grammar school: 
An’ if they’re laymen t’ th’ trade, 
I tell ’em just enough,— 

So they c’n easy make th’ things, 
I sell ’em, do their stuff!” 


“But if it happens, one comes in, 
Who really knows a lot, 

An’ takes an interest in th’ ‘whys, 
I give it t’ ’im hot: 


’ 


For if he wants t’ hear about 
Th’ why an’ what an’ when,— 
It’s all th’ same t’ me, an’ I 
Turn technical, right then.” 


“Yo’ see, my boy, I aim t’ please— 
My customers, so well, 

They’ll visit me, quite frequently, 
For things I have t’ sell: 

















An’ that’s th’ reason why I’m sure, 
In any home yo’ choose, 
There’s many ’lectric things that I 
Persuaded ’em t’ use.” 
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“An’ as t’ if th’ small town store, 

Should stock th’ line, I’d say, 

Th’ village merchant is th’ one, 

Who’s got th’ chance t’day: 

’Cause folks around ’im there, are 
friends, 


an 
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An’ they got faith in him,— 

Enough t’ b’lieve that when he says, 

They ought t’,—hey, there,—Jim!”— 

“Just step this minute, 
please, 

An’ tell this city guy, 

What you think o’ th’ ’lectric things, 

That I advised yo’ buy.” 

Well, Jim an’ I met formally, 

An’ when he’d heard th’ tale— 

0’ what I’d like t’ know, an’ why, 

Bill skipped t’ make a sale. 


way, a 


An’ while he sold a wash machine, 
Jim talked t’ me about— 





Th’ ’lectric things he thot his folks 
Could searcely do without: 

Th’ vacuum cleaner helped his wife 
T’ keep their home so clean, 

No bit o’ dirt could e’er escape— 
A sudden death, if seen!— 


A fan relieved th’ burning heat— 

0’ many long hours spent— 

In canning an’ preserving, or— 

On plain meal-getting bent: 

A heater, too, had helped t’ warm— 
Th’ rooms on chilly days ;— 


When seasons had their frequent 
scraps, 
At parting o’ th’ ways.” 


An’ many other things he had ;— 

A toaster an’ a grill,— 

An’ percolator, that he said, 

Gave all th’ folks a thrill,— 

Each time th’ morning meal 
served, 

With coffee, amber clear, 

An’ toast an even golden brown, 

An’ eggs a-sizzlin’, near. 


was 


An’ last, but not by any means 

Th’ least of all th’ things— 

He had at home, was radio,—- 

That brought ’em fun on wings! 
An’ gave ’em music right at home, 
Along with current news, 

An’ household hints, an’ recipes, 
That Mrs. Jim could use. 

















He hadn’t balked at anything, 

But bought th’ stuff as fast 

As cash on hand permitted him,— 
An’ bought it, too, t’ last: 

For brands Bill recommended 

Were standard, yo’ c’n bet, 

An’ Jim, as lots of others, took 

His word without regret. 


An’ ’fore that call was over, I 

Had talked t’ quite a few— 

In Centerville, an’ each one had 
Some items in this new— 

An’ better labor-savin’ line, 

That lots o’ pleasure gave ;— 

An’ served each member o’ th’ clan, 
From cradle, on t’ grave. 


An’ each an’ everyone o’ them— 
Gave credit for it all— 

T’ Bill, th’ village merchant, who 
Ne’er waited for a call,— 

But soon as somethin’ new come out, 
He’d bring it t’ th’ store,— 

An’ show it so efficiently, 

He’d soon be orderin’ more! 


An’ people seemed t’ look upon— 
It as a kindness to 


Give everyone in town a chance— 
T’ see these items new. 

So everything was pleasant, ’cause 
Tho’ folks were well aware— 

Bill made a tidy profit on 

His sales, they didn’t care! 








So why not give those firms that 
sell 

By mail, a merry race,— 

An’ show th’ city ’lectric stores 

That we can set th’ pace. 

’Cause hardware men have mostly 
got— 

A market, ready-made,— 

For ’lectric 
stock— 

An’ sell ’em, unafraid. 


goods, if they'll but 


You’ve heard th’ tale o’ Jones’s 
place, ; 

An’ surely you'll admit— 

That with a bit of effort, you 


Could make as big a hit:— 


F 








But never get th’ notion that 
A plain, old-fashioned store, 
Without a bit 0’ modern stuff,— 
Will make ’em storm th’ door. 


Yo’ got t’ have th’ things they like, 

Displayed in such a way— 

They’ll want ’em bad enough t’ pay— 

Th’ price, an’ so I say,— 

Electric goods put Jones across,— 

Won friends, an’ money, too;— 

So stock ’em, Bo, an’ push ’em 
hard,— 

They'll do th’ same for you! 




















Brightly lighted windows make a store notable at night 


“We Want No Baldheaded Barbers 


in the Lamp Business” 


OW far should we go as to 
lighting service for stores? 
was asked in the recent sales 


the Edison Lamp 


convention at 
Works. 

“We do not want any baldheaded 
barbers selling our tonics,” replied 
the speaker, “so we have a series of 
store lighting bulletins that fit al- 
most any store room or window and 
our district salesmen are all sup- 
posed to know more or less about 
good lighting and to help agents get 
their stores well lighted.” 

Another way of saying 
might be: 

The Edison Lamp Works and 
other lamp manufacturing compa- 
nies desire that the stores selling 
incandescent lamps. should be well 
lighted. The lamp manufacturers 
believe, and rightly so, that no mer- 
chant can do himself or the manu- 
facturer justice in the sale of lamps 
if his store is not in some reason- 
able measure a light display. 

Likewise, his show windows need 
be a little bit better lighted than 
those of merchants who do not sell 
lamps. 

And to accomplish a better stand- 
ard in light display by lamp mer- 
chants, the lamp makers are more 
than anxious to advise the hardware 
merchant who is selling lamps as to 
how to best light his store room and 
his show windows. Such lighting is 


this 


the first step toward success in lamp 
selling. 


This lighting, when accomplished, 
will do much besides helping lamp 
sales. The history of better light- 
ing shows that improved lighting 
helps sales throughout the store. 
People who had never noticed the 
store before will see it and custom- 
ers will see new beauty in many of 
the goods displayed. 

There is an interesting experiment 
that any merchant can try for him- 
self. Arrange a display of colored 
merchandise, boxes or _ pictures, 
where you can change the lamps 
quickly. Then start looking at this 
merchandise first with a 25-watt 
lamp supplying the light, then 
change to a 40-watt, then to a 50, a 
60, and finally a 100-watt lamp. Note 
how different the colors, the texture 
of the merchandise and other fea- 
tures come out under these degrees 
of light. 

Then decide which degree would 
best suit you if you were the cus- 
tomer, and you will probably arrive 
at a right appreciation of your light 
needs. 

Then you can test your show win- 
dows. Suppose you have two or 
more. Light one of them as usual, 
then equip the other with higher 
watt lamps and go across the street 
and look at the windows. Or per- 
haps you can get out your car and 
drive by the store and judge how 
the casual passerby at night is im- 
pressed. 


And all of the time, 


remember 


that more and more people are look- 
ing at your windows from passing 
cars and that probably fewer and 
fewer people are seeing them as they 
stroll by on the sidewalk. 

The automobile has brought many 
changes in business and none more 
marked than that of making the 
roadway instead of the sidewalk the 
chief point of view for window dis- 
plays. 

At the Edison Lamp Works in 
Harrison, N. J., a model store is 
maintained for the benefit of mer- 
chants who care to come and study 
lighting. The show windows are 
equipped with facilities for a dim, 
twilight sort of lighting (many 
stores we know have this sort of 
lighting, and in passing we often 
wonder why the window is lighted 
at all) and by successive degrees of 
light to a dazzling brilliancy. All 
of this ean be studied in a minute, 
as the switches are turned. The 
same system is arranged for a store 
interior. 

A lighting service is, of course, 
an advantage to the merchant who 
undertakes to sell lamps. The profit 
on lamp sales are welcome to him, 
but we believe that the biggest ad- 
vantage in retailing lamps is that 
lamps are a necessity purchase and 
the neighborhood dealer is on price 
par with the biggest store in his 
town. Necessity purchases always 
bring people into the store and that 
is what live merchants want today. 
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Ball Bearing 
Motor 


NOW 


Two Year 
Guarantee 


Motor Driven 
Beating Brush 





$350 


Denver and West—$41.00 











In a City of 10,484 People 
KEINARD BROTHERS SOLD 30 CLEANERS 
in 90) DAYS~ without Door-to-Door Salesmen 





are averaging 10 Hamilton Beach 
Cleaners a month—and doing it with- 
outa single Door-to-Door Salesman. 


Keinard Brothers of Phoenixville, 
Pa., a city of 2330 families, used to 
sell a cleaner a month. Now they 





Hardware Dealers Everywhere Are Selling This Cleaner 
“Over-the-Counter” ~Without Door-to-Door Salesmen 











What Keinard Brothers are doing 
countless other Dealers are doing. 
Let us tell you about their success, 
too—and about a sales plan that is 


Keinard Brothers are carrying out 
our sales plan— using the Free Mer- 
chandising helps furnished and en- 
joying a fine, profitable business. 


They recently wrote us “At the price 
it makes a wonderful seller and there 
is nothing on the market regardless 
of price that we feel can equal it.” 


new—and different and infinitely 
better. The margin is extremely lib- 
eral. Write for complete details and 
name of nearest Jobber. 


HAMILTON BEACH MBG. CO., RACINE, WISCONSIN 


Subsidiary of Scovill Mfg. Co. — assets over $33,000,000 and a record of 126 years of successful manufacturing 


Hamilton Beach Vacuum Cleaner 


Moror-DRIVEN BEATING BRUSH WITH SWEEPING BrusH ACTION 
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It is Time to be Thinking of a Christmas Display 


TTRACTIVE Christmas dis- 
A plays do not just happen. 
Like other displays that stop 
people and cause them to look long- 
ingly at the merchandise, these dis- 
plays existed in some one’s mind—or 
perhaps on a drawing paper—before 
they were put into the window or the 
store. 

Where are you going to place your 
holiday electrical goods display? 

ls your window display going to 
conform with the store display? 

What are you going to feature? 
Why? and How? 

These and other questions which 
will suggest themselves must be 
answered in the mind of the person 
responsible for the display before it 
begins to take form. 

Materials for the display must be 
thought out so that they can be pro- 
vided cheaply. It may be that some 
of the materials used last year in 
some other display can be used for 
the electrical goods this year. 

Mrs. Jennie carter of Elder & 


Johnston Co., Dayton, Ohio, says of 
the display shown above: 

“We ,took unusual care with this 
display because the electrical. goods 
department had just been moved and 
we wanted to call atténtion of shop- 
pers to our new location as well as 
to our merchandise. 

“We tried out some other experi- 
ments that were a bit unusual. I 
arranged with the grocery depart- 
ment to feature a blend of coffee and 
then I suggested to percolator cus- 
tomers that they go to the grocery 
counter and ask for ‘Fountain blend 
coffee, ground just as Mrs. Carter 
likes it to be ground.’ I urged this 
as a means of having an excellent 
cup of coffee from the gift percola- 
tor on Christmas morning. 

“Also we featured an _ oblong 
toaster stove for those who would not 
pay the price for regular toasters, 
grills and the like. We wanted to 
enlist these people in using table 
appliances. 

“I told them how such a stove 


would toast two pieces of bread, or 
could be used to toast bread on one 
end and make coffee in a flame 
heated percolator on the other, or 
by inverting it over a heat proof 
glass dish, you could broil chops. 

“All of these things made last 
Christmas week a very good one and 
overcame the handicap of a new loca- 
tion.” 

We suggest that those who are re- 
sponsible for electrical goods selling 
begin to think ahead for the holiday 
season, which is the peak of elec- 
trical goods selling. 

Some merchants we know start 
their Christmas displays before 
Thanksgiving by the merest sort of 
suggestions of the suitability of the 
items for gift purposes. 

One merchant who is a leader in 
his community started in October 
using Christmas tree lamps for inci- 
dental decorations in his store and 
he sold several sets before most peo- 
ple were thinking of Christmas. 
Also his late sales ran very heavy. 
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merchants at Washington, Pa., 

and, like some other hardware 
merchants, they had a problem of 
lowered volume during a part of the 
cold season. A year ago they took 
up this question for definite consid- 
eration, and one of the obvious sug- 
gestions was radio. 

“Everybody is selling radio but 
the butcher shops, and we ought to 
be smarter merchants than some of 
these people who are selling sets,” 
said Paul. 

“Then we have got to think of 
something different to start with,” 
said Post. 

So they both started to thinking, 
and while thinking of something 
different they studied the list of 
radio set manufacturers, and finally 
sent for a representative of what 
they considered the best manufac- 
turer in the price class of receivers 
they wanted to sell. When every- 
thing was ready, they revealed the 
“something different.” 

The radio aerial was placed care- 
lessly on the floor of the storeroom. 

Then the radio was turned on and 
results awaited. Store visitors were 
amazed at the excellent reception. 
They asked questions and were 
shown the floor aerial. 

People who had heard much about 
the science of erecting aerials and 
the care required were amazed that 
a receiver could work so well under 
such a handicap. They picked up 
the wire and the stepped on it. Then 
they went out of the store and 
talked. 

More people came, and some 
bought—enough to make it interest- 
ing—and Paul & Post were definitely 
in the radio business. 

That wire stirred more inquiry 
and surprise than a month of full- 
page ads in one of the county week- 
lies. Their own customers asked 
questions. Then the customers of 
other stores, some of them in other 
towns, came, looked, listened, and 
made inquiries. Of course, these 
visitors noticed other things in the 
store and, of course, they made pur- 


Poe: & POST are hardware 


Electrical Goods Section 


Floor Aerial Brings Radio Sales 


Paul & Post wanted something different from other radio merchants and 
found it and then sales followed 


chases—extras that Paul & Post 
would not have sold otherwise. And 
some of those new customers came 
back and are still coming back. 

“The simplicity of the thing 
taught a lesson that it has taken us 
many years to learn,” volunteered 
Post. 

So their mid-winter business 
moved along beautifully. But there 
is another side. 

They decided it would be good 
business to install their own sets. 
That was part and parcel of their 
plan, for it meant to their expe- 





NATIONAL RADIO 
WEEK 


ATIONAL RADIO WEEK 
will be coincident with the 
Fifth Annual Radio World’s 

Fair in Madison Square Garden, 
New York City, Sept. 17-22. 

This week, we believe, should 
be a banner week for the radio 
merchants of the country for two 
reasons: 

First: The special broadcasting 
features connected with the week, 
coming to a climax with the un- 
usual program of stars to be ar- 
ranged for the annual Radio Ban- 
quet on the night of Sept. 18. 

Second: The Radio World’s 
Fair exhibits will give to dealers 
in the eastern section of the coun- 
try opportunity to look over the 
entire line cf radio merchandise 
for the coming season. Special 
hours for dealers, during which 
the public will not be admitted 
to the floor, are announced. This 
in effect, will constitute an east- 
ern trade show. 

Any radio listener should be 
interested in the program. It is 
the plan that the Red, Blue Pa- 
cific Coast and Columbia chains 
will broadcast the program at 
the annual dinner and that the 
leading groups of broadcasters 
will participate. 

During the week there will be 
meetings of the various trade as- 
sociations, including meetings for 
jobbers and dealers. 











rienced thought, opportunity to see 
a man’s farm, his barn, his home, 
and meet his family—all of which 
promised sales of farm machinery, 
harness, poultry equipment, heaters 
(for they sell heating units for 
houses), washing machine, and 
other things. 

On all receivers they give a guar- 
antee of a year and probably will 
not argue if it comes back after the 
year is up, for each trip to a farm 
is an opportunity to sell hardware. 

On the heels of sales of sets to old 
customers and new, Paul & Post 
mail out an advertising circular 
monthly that gives bits of pertinent 
news of interest to radio fans, and 
“I want to say,” emphasized Paul, 
“we did not, neither do we, stress the 
long-distance reception. We could 
not see that psychology. It looked 
bad for us, for all too many things 
can happen to interfere with good 
reception, and every such failure is 
a black eye for our sets.” 

Again, these wideawake merchants 
demonstrated good judgment by 
claiming as few things as possible. 
They are selling good home enter- 
tainment. 

Coal mining is a leading industry 
in their territory. Mines are being 
electrified rapidly. Company-owned 
houses in which mine employees live 
are being electrified. Farm homes 
similarly. Of course, many farm 
homes are already equipped with 
isolated lighting systems. To Paul 
& Post, each house so equipped is a 
potential market and their radio 
truck is carting washing machines 
increasingly from store to homes. 

“We sold a washer yesterday over 
the telephone, and that one sold an- 
other,” stated one of the owners. 
“Pretty good for one day, don’t you 
think?” 

Both partners speak with un- 
checked enthusiasm about what the 
aerial strung over a busy floor has 
accomplished. Similarly, they de- 
clare that henceforth they intend to 
find the simple, easily understand- 
able advertising expedient that tells 
its own story convincingly. 
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leaticiy Can Do Much of Heavy Work on the Farm 
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Above, George Stellmacher of Ripon, Wis., sawing wood with 3 hp. motor, with auto type transmission, uni- 
versally connected telescoping shaft and slip connection direct to saw. 


Below is a Missouri farmer painting sheds and other buildings with a paint spray machine. He is using a 2 
hp. motor. The spray machines cost from $75 up. (Photographs from “Electricity on the Farm.’’) 
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Get ready now for this 
Special Fall Campaign 


September 22nd Literary Digest will carry an 

announcement important to all who sell National 
Mazpa lamps. It will tell the people of America that for 
the next sixty days they can literally buy light by the 
houseful. It will tell them that now they can buy a 
whole carton of six lamps at less than they paid for a 
single lamp, not so many years ago. 

There’s a big new feature in this Fall re-lamping cam- 
paign—our new Home Assortment Cartons. These car- 
tons come in three house styles, Colonial, Spanish and 
English. They come to you flat. You fill them with any 
lamp assortment you prefer. They comfortably hold six 
lamps of the most commonly used sizes. 

When empty, these cartons make wonderful doll 
houses for the children of the family, an added appeal 
which will make many an extra sale for you. Order the 
cartons from your National Mazpa lamp jobber or direct 


Ts September 29th Saturday Evening Post and 


from us. You have just time to get ready for our national 
advertising announcements—so mail the coupon now. 


Free Display Material 


With every order of 100 or more cartons you will receive 
a special display package consisting of: One large and 
four small window streamers; two 11” x 14” cards; four 
514" x 7” cards and a large reproduction of the Saturday 
Evening Post advertisement. Quick action is necessary 
to get yours before our national advertising announce- 
ments appear. So mail the coupon now. 
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i Please mail this coupon to your jobber or to Sales Promotion Depart- q 
aye - »p 
§ ment, NATIONAL LAMP WORKS of General Electric Co., Nela Park, a 
8 Cleveland, Ohio. i 
e Here is my check for $ ; H.A.—9-28 [& 
a Please rush me as soon as possible’ 
| 
a .... packages of 100 at 3 cents per carton ‘ 
r packages of 500 at 2 cents per carton 
a HOME ASSORTMENT CARTONS i 
FH (Assorted Colonial, Spanish, and English Houses) 4 
' Shipped only in packages of 100 and 500. | 
i ARR iO opr o5 3 oad aN Li oiare scare d-8e 6 oe OV clea ede ke b 
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Name of National Mazpa Lamp Distributor. i 
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Window Displays Illustrating Legends are Attractive 
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HIS remark, heard wherever radio dealers 

are cheerfully making money with the Freed- 
Eisemann line, accounts for a great deal of our 
success. People know the name. They trust it. 
They know we have been builders of fine radio 
since broadcasting began. There’s no sales resist- 
ance. ‘‘No wonder it’s good!”’ 

You won’t have trouble with this line. It will 
cut your service costs to a minimum. You can 
make money with Freed-Eisemann. The Great 
Eighty line is D.C. and A.C. (25-40-60 cycle); the 
Super-Power Eighty-five is A.C., 60 cycle. Ham- 
mered silver effect, walnut, and hand decorated 
cabinets are available with matching speakers as 
well as beautiful consoles. 

Get the descriptive folder on the line and the 
details of our dealer proposition. Address Dept. 
H8. It will pay you. 

FREED-EISEMANN RADIO CORPORATION 
BROOKLYN, N.Y. 


“ Builders of Fine Radio = 
Since Broadcasting Began’’ fz =V7 
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The Great Eighty, $125. | Oy 


if 
(Illustrated with Magnetic Speaker, $35. x, ( A | INNS 


Super-Power 85 
With te 350 or 250 Power Tube 


$160. 
Dynamic Speaker, $65. 
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Are YOU Being Fooled by “Bait” Ads? 


Some enthusiastic low payment advertisers never make a 


RE you one of those merchants 
A who are being fooled by the 
“bait” advertisements’ of 
time payment stores? We mean 
those stores that announce in large 
type “fine pianos $1 down” or “pay 
for your tires as you ride,” or “fine 
china dinner set free” or “Radio 1% 
price, plenty of time to pay.” 

You know the type and you have 
predicted many times that the firm 
could not make sales on these terms 
and exist. 

You were right, of course, they 
could not, but to your amazement 
the advertisements continued week 
after week. It seemed that the firm 
did prosper despite your prediction 
that it would fail. 

Recently we read of a radio mer- 
chant who tried this $1 down ex- 
periment. He made a lot of sales 
and lost a lot of money. That was 
as it should be, but the interesting 
thing about his experience is this. 

He was induced to try this experi- 
ment because, as he says: 

“There is a piano company in our 
city that advertises ‘One dollar 
down and the rest in small monthly 
payments’ and seems to be able to 
outlive all prophesies of disaster 
on account of the adoption of this 
policy.” 

Out of a long experience with 
merchandisers of various sorts, a 
considerable period of which was 
directly connected with the piano 
trade, the writer has his own opin- 
ion of this piano company. 

Ten chances to one this company 
NEVER SOLD A PIANO ON THE 
ADVERTISED TERMS. They sim- 
ply don’t and never intend to. 

The Better Business Bureau re- 
ports are filled with exposures of 
piano and other firms that advertise 
merchandise on uneconomic terms 
and then say: “Sorry, but we are 
just out of that style of piano, but 
you must look at this one.” 

The object of such advertising is 
merely to get people in the store 
and then comes the task of chang- 
ing them from the merchandise ad- 


sale on announced terms 


vertised to some other line and 
terms. Sometimes, it is explained, 
that the advertising was a mistake 
in that it meant “$1 deposit” and 
that you can get the piano when 
you have deposited enough to make 
a legitimate down payment. 

Other advertisements of this sort 
are to move obsolete models. This 
frequently happens in radio. A 
dealer gets a joblot of old models 
that he planned to sell at one-third 
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Shoppers were sent to the store that 

published this ad by the Better Busi- 

ness Bureau. The shoppers were 

unable to see or buy pianos at the 
prices mentioned. 





of list price. Instead, he advertises 
them at the regular price—neglect- 
ing to say they are obsolete—and 
cuts the terms to some ridiculous 
figure. 

This sort of merchant is smart in 
many ways and one of them is that 
he knows that prices and terms are 
inseparable. He knows that low 
enough terms means that he can 
catch as many customers, perhaps 
more, than by cut prices. If he ad- 
vertises a lot of $75 radio sets or 
talking machines at $25 he will get 
a certain class of customers and 
will probably sell the merchandise, 
even if he admits that it is obsolete. 
That is the honest way of doing it. 

Or he may advertise these ma- 
chines by the meaningless (to the 
public) factory stock number and 
cut the terms to almost nothing and 
sell them without admitting that 


they are obsolete. A dealer who is 
experienced in this line of mer- 
chandising will be happy if one- 
third of his customers complete the 
deal, which will be equal to a one- 
third price. 

No honest merchant should per- 
mit himself to get excited about ad- 
vertisements that consistently offer 
goods on these unreasonable time 
payments. The first thing he should 
do is to go himself or send someone 
he can trust to the place of busi- 
ness and find if they will sell on 
these terms and if the merchan- 
dise is of real value. 

Ten chances to one he will find 
that they will NOT sell on adver- 
tised terms and the merchandise is 
NOT of real value for the total 
price. The merchant who makes 
such an inquiry has a real story to 
tell his customers. 

The fallacy of this sort of selling 
is well illustrated in the past and 
present ranking of electric refrig- 
erator manufacturers. The maker 
who had been at the top of the list 
tried to increase this lead by assist- 
ing dealers and light and power 
companies in putting on “no money 
down; 24 months to pay” sales. 
Some sales were made, of course. 
But the great rush did not come 
and so much antagonism developed 
that this company lost its leader- 
ship. 

The public today is not looking 
for uneconomical terms, however 
often they may be quoted to the 
legitimate merchant. The public is, 
however, more than willing to talk 
the legitimate merchant into giv- 
ing special concessions. But if this 
merchant knows his onions and tells 
the person who reports this compe- 
tition to him just what the “low 
termer” is doing, he can make his 
sales on the right terms. 

So we say, do not swallow the 
“bait” advertising. 

Investigate each case that comes 
to your attention and ascertain if 
the advertiser is really giving the 
terms. 
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| Clean Up on Over-the-Counter Sales 


UNIVERSAL Quality Cleaners 


Extraordinarily low prices, a 
complete and pleasing variety of 
models (there is a UNIVERSAL 
Cleaner for every purse, for 
every purpose), striking appear- 
ances and spectacular demonstra- 
tion results make the UNIVER- 
SAL line of vacuum cleaners very 
profitable over-the-counter mer- 
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The Cleaner Family 
of Exceptional 
Values 


chandise. 
The unusually powerful suction, 
which characterizes all UNI- 
VERSAL Cleaners, gathers in all 
the dirt and debris in a quick and 
thorough manner without pound- 
ing the rug or without wearing 
the fabric—the UNIVERSAL 
way is the safe way, the beautiful 
way of keeping the home clean. 
The present Vacuum Cleaner 
sales trend is “back to the coun- 
ter.” Make it a profitable trend 
for you by presenting to your 
trade the complete line of fully 
guaranteed UNIVERSAL Qual- 


ity Cleaners. 
Write to your nearest Universal 
Jobber or to Home Office. 








THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





Universal Super Vacuum Cleaner 

A patented, thread-picking, self- 
cleaning nozzle and an ufusually pow- 
erful suction combine to make this 
beautiful UNIVERSAL Super Vac- 
uum the most efficient and remarkable 


cleaner on the market. Detachable 
included free. Attach- 


$29.50 


Universal Model 42 Vacuum 


Cleaner 


In its price class this UNIVERSAL 
It is a strictly 


Model has no equal. 
quality cleaner throughout and does its 


cleaning work as readily as many 
cleaners costing almost twice as much. 
Detachable Bristle Bar included free. 


Attachments $5.00 extra. 


Bristle Bar 
ments $8.00 extra. 





Universal Vacuum Auto Cleaner 
A very convenient and effective little hand vacuum 
cleaner for automobiles and hard-to-reach places in 
homes, offices, clubs, stores, libraries and the like. 


Bristle bar permanently attached. 


LANDERS FRARY & CLARK, New Britain, Conn. 
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Putting Safety in Time Payments 


Cooperation with factory, says investment banker, is neces- 
sary for best handling of installments. 


IGHT and power companies 
L have taken a big step toward 
cooperation in the sale of 
electric appliances by asking the 
companies that are members of the 
National Electric Light Association 
to adjust themselves to better 
terms in the sale of appliances. 
The objection previously made to 
any restriction on merchandising ef- 
forts by these companies has been 
that the independent merchant was 
not “doing a job” in the way of sell- 
ing appliances. 

The main difference between the 
light and power merchandiser and 
the merchant has been chiefly a 
matter of time payments. The mer- 
chant has charged that the light 
and power sales department sold on 
installment terms that “are out of 
reason.” 

The light and power man’s come- 
back has been that the merchant 
“will not sell on reasonable terms,” 
meaning “reasonably low.” Terms, 
the light and power man contends, 
are necessary to sell the larger ap- 
pliances. 

Somewhere between these points 
of view is a middle ground on which 
the two can meet. Only a short 
time ago “terms” of any kind were 
considered a question. Out of the 
welter of discussion and extrava- 
gant exchange of opinions has come 
reason. The modernists now admit 
that installment payments are not a 
cure all for the distribution. 
Enough installment bankers and 
time payment merchants have failed 
to call a halt on this theory. 

And those conservatives who 
leaned so far backward that they 
could see nothing but ruin in in- 
stallments are in the main con- 
vinced that on a foundation of ex- 
perience, an installment practice 
has been built which takes its place 
as a part of good business practice. 

Recently the National Electric 
Light Association went on record 
as asking its members to put brakes 
on some practices by member com- 
panies and to sell on terms that 


will be acceptable to live merchants 
who must make a living out of dis- 
tribution or merchant activities. 
We believe that this appeal will, in 
the main, have an excellent effect, 
but we also believe that to meet 
the situation and to get a fair share 
of the trade now being opened to 
independent merchants, that the 
latter will have to expand his atti- 
tude toward payments. 

So with the idea of setting forth 
what are considered reasonably 
safe rules of installment practice, 
we set forth here suggestons made 
to the Radio Section of the National] 
Electric Manufacturers’ Association 
by H. B. Lewis, vice-president of the 
Commercial Credit Co. Installment 
payments have been a life study by 
Mr. Lewis. His company has sur- 
vived where many others. suc- 
cumbed. He expects his company to 
survive and consequently he ex- 
pects the customers of that com- 
pany to survive and in order that 
they may, he sets forth some “safe 
rules of conduct.” These are, 
briefly : 

1. A 25 per cent down payment. 

2.A maximum of 12 months’ time 
(with 10 months preferred) for 
payment of the balance, which 
should be divided into equal, non- 
interest-bearing monthly install- 
ments. ' 

-Paper to bear dealer’s full 
dorsement. 

.A factory repurchase agreement 
to give plan widest effect at low- 
est possible rate. 

5. Payment of 90 per cent of the 
face of the note to dealer at date 
of purchase, the remaining 10 per 
cent to be paid him immediately 
upon liquidation of transaction. 

. Collections to be made by finance 
company rather than by dealer. 

. Fire and theft protection for the 
buyer and conversion protection 


for the dealer, if desired, at a 
slightly higher than standard rate. 


Whether or not these terms would 
be altered for other electrical ap- 
pliances we do not know, but we 
think not. 

The merchant who is willing to 
meet competition of mail order 
houses, outside salesmen invading 
his territory and the like needs 
some safe plan of selling on install- 


in- 
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ments. All manufacturers of the 
higher priced appliances, such as 
radio, electric cleaners, electric 
ranges, washing machines (electric 
and gas engine), ironing machines 
and the like know that dealers, to 
be successful, must sell on install- 
ments; so they have arrangements 
with investment bankers to take 
care of the paper. 

The cooperation of the factory is 
especially desirable in the case of 
repossessions (which are startling- 
ly few if*the dealer watches his 
credits). Under the safety plan 
cited, the factory takes over these 
machines. Also, factory coopera- 
tion and requirements operate 
against too large allowances for 
used merchandise. Investment bank- 
ers, Mr. Lewis says, are not in the 
business of selling second-hand 
merchandise. 

The collection by the investment 
company is considered a wise move 
because it eliminates from the deal- 
er’s immediate worries the probable 
offending of a regular customer by 
declining to extend payment when a 
flimsy excuse is offered by the cus- 
tomer. 

As to the opportunity for a local 
merchant to make use of such a 
plan, we might offer some recently 
gathered figures. 

Last year 64 per cent of radio sets 
were sold on installments with few 
repossessions. 

A national magazine recently 
canvassed its readers and found 
that only one in five families had 
been solicited to buy an electric 


cleaner. We expect the same fig- 
ures will hold for washing ma- 
chines. 


These figures are evidence that 
while the local dealer has been com- 
plaining about salesmen raiding 
his territory, these salesmen were 
only hitting the high spots and 
there is much open territory left. 

If you doubt it, employ a school 
boy or girl to canvass your neigh- 
borhood this summer and find who’ 
owns appliances. 
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The N.E.L. A. Answers the Propaganda Charges 


of the electric public utilities toward the inquiry 

now under way by the Federal Trade Commis- 
sion. This inquiry, for whatever purpose it may have 
been instituted, has developed for the present into an 
attack on the publicity methods of the light and power 
industry. 

At the fifty-first annual convention of the National 
Electric Light Association, the representative body of 
the industry, this inquiry was the subject of much con- 
versation. Those most interested apparently are con- 
fident that the association and the industry will come 
through the inquiry with honesty of intent unimpaired. 
No excuses are presented for the blundering methods 
of a few individuals. Individuals are a part of the 
human problem of building an industry. Mistakes of 
methods are admitted, but not mistakes of intent. 

All public utterances by officials of the association 
challenged a full inquiry with expressions of confidence 
as to the outcome. An official statement was published 
after approval, without objection, by the public policy 
division of the Association. Believing this statement 
to be of interest to us we publish it here. 


T HERE is, of course, much interest in the attitude 


The Statement reads: 


The National Electric Light Association has long 
believed that the success of the electrical industry 
in the performance of its functions has been and 









wr: 


SOLD BY JOBBERS . 


erververva 





Cn] 





Zz.) 


ee oe oe 














ips 


Electrical Goods Section 


LK LKL——————————— 
Cot Ss 8 oes wre 0 oe 8 oe 6 eS re 6 on 6 es on 8 8 8 oes OSS oe eee 8 re 8 oe 8 oe 6 oe ee 8 oe 8 8 8 ee ee ee 


HYGRADE_ LAMP CO 


Licensed under General Electric Company’s Incandescent Lamp Patents 
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must be based upon public confidence in its in- 
tegrity, in its motives and in the character of its 
achievements. The association has believed further 
that that confidence could be based only upon 
knowledge, and maintained only by a willingness 
on the part of the industry that the public should 
have the fullest details of the manner in which it 
operates. 

The American people of today are electrically- 
minded. In the space of less than half a century 
this Nation has reached a state of advancement 
where the electrical industry furnishes and the 
Nation usefully employs nearly as much electrical 
energy as the rest of the world combined. 

As electric science has advanced, the problems 
and business of the industry have grown greatly. 
This progress has been so rapid, one development 
crowding so fast upon another, it would be difficult 
without adequate information for general public 
understanding to keep abreast of the advance. 

Recognizing that lack of knowledge is as unfair 
to the public as it is harmful to the industry, the 
electric utilities consider it their responsibility to 
place all the facts before the public. 

It is for these reasons that the National Elec- 
tric Light Association, among its other important 
functions in the development of the electrical in- 

(Continued on page 159) 
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EDITORIAL ‘PAGE 


Heaters 


' N 7 E have just been looking over a broadside sent 
out by the manufacturer of a line of portable 
heaters. We were impressed by the striking 
designs and of the effort well put forth to make the 
heater a thing of beauty as well as a useful device. 
The designs are interesting and beautiful and they fit 
into decorative schemes. For a long time, it was 
assumed that if a thing was useful, it made no differ- 
ence. how it looked. That is a wrong philosophy and 
we were glad to see and read about these well designed 
heaters and we hope merchants will display them as 
they deserve to be displayed; not merely sell them as 
heaters. 
The more we read about and talk to successful 
merchants, the more we are impressed that they 
have been busy “Asking ’em to buy.” 





Importance. of Quality 


LECTRICAL wiring supplies are a_ necessity 
E purchase for two-thirds of the homes of the 

country because these homes are wired and elec- 
tricity is being used. For these homes, incandescent 
lamps must be purchased and there are wiring repairs 
and changes to be made at times. It is important that 
the merchants selling these wiring supplies should have 
a high appreciation of quality. Electricity properly 
handled is safe. Improperly handled it becomes danger- 
ous and treacherous. The quality of the materials 
used in changing or extending house wiring is extreme- 
ly important and no merchant should tolerate any lack 
of quality. 


There are many ways of asking people to buy, 


besides saying the words to them. 
' 





Mutual Benefit 


ERCHANTS who sell paint, house furnishings 
M and kitchen equipment can well afford to urge 

better home lighting on customers. Just 
think of what it means if a home that has been only 
half lighted (as many of them are) suddenly is well 
lighted. Imperfections of paint and furnishings that 
were hardly noticable, suddenly become prominent. 
Then will follow new paint and new decorations. A 
high quality kitchen light is often the cause of entirely 
refurnishing a kitchen. 


A clean, neatly arranged show window asks the 
people who pass to buy the merchandise so dis- 
played. 





Selling Helps 


\ N ] E have just read a broadside from a manufac- 
turer seeking to sell to dealers certain dealer 
helps. As we read-this broadside, we sought 

to visualize two things: How these could be used in 


a store we are very familiar with, and how these helps 
had influenced our buying of this merchandise. The 
conclusions were entirely favorable to the manufactur- 
er’s line of signs, display racks and other articles. We 
wonder how many of the merchants who received this 
broadside gave it as much consideration. Not all dealer 
helps are practical or good looking, but this line was 
both and we believe the tendency is to be helpful. 


Articles well displayed in natural and appropriate 
conditions within the store repeats the invitation 
to buy. 





Getting Better 


\ N 7 E are told by an electrical man who has made 
the round of electrical meetings and conven- 
tions this summer that the spirit of cooperation 
with other industries is making definite headway. He 
says that the position of the hardware store in the 
distribution of electrical supplies and appliances is 
gaining in respect and importance, and that he expects 
much progress toward better merchandising condi- 
tions this winter, when many of the points talked over 
during the summer will be applied in practice. 


A cordial greeting by a salesperson is another 
invitation to buy in this store. 





Constructive Building 


VERY merchant knows that beginning in Sep- 
HK tember, sales build steadily to the holiday sea- 

son peak. It is the big season for the average 
merchant. The electric appliance and supplies sales 
line runs higher and higher all fall to the holiday peak. 
Practically all appliances share in this sales building 
and, properly presented, appliances make a heavy item 
in the holiday movement. This is merely a suggestion 
that the merchant keep this in mind and constantly 
remind his public, through displays and advertising, that 
he has appliances for sale, so that his store will become 
associated closely in the minds of his customers with 
these articles when the big rush comes. 


The lighting, the decorations, the cleanliness and 
the general atmosphere of the store make an invi- 
tation to return and buy or an invitation to stay 
away. 





About Fans 


T is just as well to pay a bit of attention to fans as 
i] winter approaches. Fans have very definite winter 

uses, They can be used to spread the heat from 
a heater or radiator; to start furnace and stove fires; to 
air out closets; to dry laundry on days when hanging 
out of doors is not feasable, and other detailed uses. 
If you have a few fans left, make a display of them 
in some of the uses suggested. Perhaps you may sell 
a few. At least you will interest a lot of people. 











The N. E. L. A. Answers the Propaganda Charges 
(Continued from page 157) 


dustry, some years ago assumed the responsibility 
and adopted the policy of preparing and diffusing 
as widely as possible full, accurate and timely 
information on all phases of the business. 

In this effort, the association has encouraged the 
use of all proper channels for the diffusion of in- 
formation concerning the industry and has made 
the facts available to newspapers, magazines, edu- 
cational institutions and to teachers in public 
schools. 

The truth of the statement, not the place where 
it is put, is the test. Full responsibility, openly 
avowed, for every word and act, is desirable. All 
members of the association scrutinize everything 
they say and do in the light of these principles; 
and to the extent which public investigation or pub- 
lic criticism of what we have done may aid in dis- 
closing improprieties, to welcome it. We do not 
wish to be judged either by intemperate criticism 
or by our own declarations. We are ready to be 
judged by our accomplishments and our acts. 

The National Electric Light Association in the 
interest of the public and its own will continue to 
make available to the public the facts on the 
progress and development of the industry, and 
to review from time to time the information dis- 
tributed in order that every assertion of fact, 
policy or principle shall conform to the highest 
standards of accuracy. 


Selling 1000 Washing Machines 
(Continued from page 137) 


A very important point in the major electrical ap- 
pliance business is arranging for payment. Mr. Con- 
verse says: 

“It is very essential that a full and definite agree- 
ment be made in writing at the time of sale, as to how 
and when the item will be paid for. 








We do this and | 


KNOW exactly HOW and WHEN to expect our money. | 


With particular reference to washers, 75 per cent of 


our sales are on the installment plan and 25 per cent | 
cash. Our time payment terms are 10 per cent down | 


and the balance in twelve monthly payments. 


To en-| 


courage cash payment we allow a 6 per cent discount. | 
“In the past seven years our electric washing ma-| 


chine business has had the most phenomenal growth. | 


In that space of time we have sold around 1000 ma- 
chines with a value of approximately $150,000.00. Dur- 
ing 75 business days in the summer of 1926 we dis- 
posed of 90 machines.” 

Home demonstrations are emphasized by Mr. Con- 
Verse in this manner: 

“I believe the best method to sell the higher priced 
electrical appliances such as washers, etc., is by HOME 
DEMONSTRATIONS. We have found our.customers 
in a more receptive attitude there and the fact that 
they are at home helps them to visualize and appre- 
ciate the uses and the particular need of the item 
being demonstrated.” 


Electrical Goods Section 
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ELECTRO LAB 


FOR BOYS FROM 6 TO €0 


Now Ready for Distribution 


COMPACT, serviceable electrical laboratorv that 
sells on sight. It makes a practical and pleas- 
urable electrical education available to 
every age. Great for schools, also. A well known electrical engi- 
neer in collaboration with a trade school professor designed the 
Handy Lab and wrote the Instruction Book. Its sixty experiments 
make up a fascinating basic course in electri- ; 
city. Any boy able to read can follow them. 
Many more experiments and hook-ups are also 
possible with this remarkable set. 
MORE THAN A TOY 
{ts utility and educational value holds more 
sales appeal for child or parent than any toy 
regardless of price. It attracts on sight. 


THE HANDY ELECTR®@ LAB CONTAINS— 
1 Coil German Silver Wire 1 Special Glass Rod 1 Spool No. 24 C. C. Wire 








1 Bottle Iron Filings 

1 Bottle Tacks 

1 Bottle Miscellaneous Nails 

1 Bottle Sal Ammoniac 

1 Piece Brass Wire 

1 Aluminum 

1 Piece Glass 

1 Slate Rod 

1 Piece Fibre 

2 Pieces Steel Wire, 16 Gauge 

1 Glass Test Tube 

1 Coil Iron Wire, No. 24, 
B. and S. Gauge 

1 Coil Nichrome Wire, No. 
24, B. and S. Gauge 

1 Pith Ball and Stand 


1 Coil Bell Wire 

1 Large Darning Needle 

1 Lead Plate 

1 Porcelain Knife Switch 

1 Zinc Plate, Fahnesstock 
Clip 

1 Piece Carbon Rod with 
Fahnesstock Clip 

1 Fine Steel Bar Magnet 

2 Compass Needles 

2 Compass Needle Stands 

1 Heavy Horseshoe Magnet 
and Keeper 

1 Pocket Compass 

1 Fan Blade and Guard 

1 Hard Rubber Rod 

1 Spool No. 27 C. C. Wire 


1 Electromagnet 

2 Miniature Porcelain 
Sockets 

2 Miniature Lamps 

1 Telegraph Key 

1 Telegraph Sounder 

1 Galvanometer 

1 Ammeter on Terminal 
Board 

1 Voltmeter on Terminal 


Board 

1 Generator and Pulley 

1 110 wolt-60 cycle Motor 
and Pulley 

1 Metal Chest and Tray 
(Red Crackle Duco) 

1 Book of Instructions 


Be the First to Display the Handy Electro Lab! 


You have no competition with this new 
item. Get the facts. Write for bulletin. 


RSTATE ExecTric Co, 


4343 Duncan Avenue - - - 


St. Louis, Mo. 


fy Write or wire for our sales plan. 
Some choice territories still available, 


WUTrrrrrereeee 
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Tudor Sedan offered by the National Lamp Co. 
for the best merchandising effort on National 
Madza lamps for April and May, 1928. The judges 
selected Mr. Goodwin's report from 6400 entries from 
all sections of the country. Adrian has a population of 
about 11,000. Mr. Goodwin’s report follows: 
1. Window Display 

a. Eight solid lamp windows. 

b. Store front painted National blue with white 
lettering on sign. 

c. Large arrow sign on front of building pointing 
down to doorway, reading “Buy Lamps Now,” 
lighted by 1500 watt lamp. 

d. Traffic cop poster standing in doorway, reading 
STOP! Don’t rob one socket to fill another. 
Fill them now! 6 lamps only $1.38.” 

e. Three Blue Carton Lanterns as well as illumi- 
nated sign in front of store. 

f. Window and Lanterns kept lighted during even- 


ing. 


Bre GOODWIN of Adrian, Mich., won a Ford 


2. Store Display 
a. Neat, orderly open display of lamps in the blue 
sleeves arranged on either side of the Attractor 
and Demonstrator. 
b. Special lamp tester for lamps of mogul, medium, 
intermediate screw and candelabra bases; also 


How Budd Goodwin Won the 


d. 
e. 


& 
g 


. “How 





Mr. Goodwin in front of his store. 


32 volts and 220 volts. Tests every lamp sold 


before customers. 


>, Printed signs featuring prices of lamps in car- 


ton quantities. 

Four Star Diploma prominently displayed. 
Large lamp demonstrator with sign featuring 
prices of lamps in carton quantities. 

Price card conveniently placed. 


Are You Fixed For Lamps?” signs 

















The Only WET-PROOF 
Heating Pad 


The Sunbeam is the first and only electric heating pad that 
is Wet-Proof, that can be used to keep WET packs HOT 


without fear of short circuits. 


Also unequalled for all general uses so is rapidly sup- \ 
planting all other kinds in hospitals, institutions and homes. | 


Retails for $9.50, complete with cord. 


Another Sunbeam profit-maker for dealers. 


Manufactured and Guaranteed by 
The Chicago Flexible Shaft Company 
Dept. 3. 5600 W. Roosevelt Road, Chicago 
38 Years Making Quality Products 




















Insulated Flexible Cords 
Silk — Cotton —Asbestos 


for 
LIGHTING FIXTURES 
PORTABLES 
APPLIANCES 
RADIO 
AUTOMOTIVE 


HATEX 


6c“ . 
Service Cords” 


HATFIELD RUBBER WORKS, Inc. 
HILLSIDE, N. J. 














Confidence in SPhampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


Lamp Co. 
140 Maple St., DanVers 


“Licensed under the General Elec- 
tric Company's d Lamp 
Patents.”’ 

















THE NEW 
Holmes Electric Ref rigerator 


operating on the most efficient engineering 
principle known, refined and amazingly sim- 
plified, will soon be announced. 


HOLMES PRODUCTS, INC. 
2 W. 46th St. New York City 


HOEMES 


ELECTRIC REFRIGERATOR 



































throughout the store—on the telephone and even 


on the door of the safe. 


h. Prominent shelf display of blue cartons. 


3. Asking Folks to Buy 
a. Asked every customer “How Are You Fixed For 


Lamps.” 


. b. Talked lamps only in carton quantities. 


c. 


Had “How Are You Fixed” slogan so firmly fixed 
in his mind that he sometimes started to say it 
when he shouldn’t. 


IV. Outside the Store 


a. 





Painted delivery truck National blue with white 
sign. Large blue carton on side, also “How Are 
You Fixed” sign. 


. Had a number of signs made with name and 


large lamp bulb, to put up on buildings and 
homes that he was wiring. 


. Sent each house, business place and farms on 


R. F. D. a blue card advertising National MAZDA 
lamps and offering a lamp demonstration if card 
was returned. 


. Used a repair tag, the stub of which reminded 


the customer to buy lamps by the carton. 


. Keeps an index file card system showing every 


size bulb used by every down-town office, store 
or business place. Free lamp service replaces 
any lamp and cleans fixture for price of lamp 
only. Builds good will and gets wiring jobs in 
this way. 


3 
The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 


The live dealer can amplify his sales 
by prominently displaying these ar- 
ticles. 


Step up your sales by reading the 
electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 





Electrical Goods Section 
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f. Secured 8 new Form E contracts during the con- 
test. 

g. Lighted up Grotto Shrine of local Catholic Acad- 
emy, similar to one shown in LIGHT magazine. 

. Has a ball team—‘“Budd’s National MAZDAS” 
which is holding second place in Amateur Indus- 
trial League. Box scores in newspapers all show 
the team’s name. 

i. Showed movies of Nela Park and lamp manufac- 
ture to schools, Boy Scouts, Exchange and Rotary 
Clubs, and in store. 

j. Bought a number of copies of newspaper, had 
“Buy lamps Now at Budd’s Electric” printed in 
red on first page, and distributed them in resi- 
dential districts before regular edition of news- 
paper was released. 

. Had many news notices of his sales activities in 
daily papers. 

. Sold better lighting to factories. 

. Helped Boy Scouts to earn money for camp by 
getting them to sell lamps. 


V. Sales 
Increased his April-May sales 149 per cent over 
March. 


An interesting point about this campaign is that it 
will apply to any article of general purchase and that it 
will undoubtedly increase sales any place, any time. In 
this case, Mr. Goodwin is training people to buy neces- 
sity purchases at his store. Other trade will come. 


HE identifying triangle 

on Televocal Tubes 
stands for velvet-like tone 
and longer life. Fans are 
looking for this symbol of 
tube quality. Sell TELE- 
VOCALS ... all standard 
types. 

Write for full 
description and prices 


Televocal Corporation 
Televocal Building 


Dept. F-4, 588 12th Street 
West New York, N. J. 


0 
Quality’ Tubes 
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New Goods to Sell 


New Frigidaire Line 


Silent operation is emphasized in the 
announcement of the new Frigidaire, 
which is presented in three distinct 
lines and 19 models. The cabinets are 
much changed in appearance, chiefly 
through eliminating the louvers, which 
removes the last mark of the mechan- 
ical refrigerator. Heat taken from the 
cabinet is expelled through the rear. 
New equipment is % hp. A compressor 
and 1/6 hp. E compressor, a reduction 
in power demand. The de luxe line is 
porcelain enameled, inside and out. 
Finish in white and gray. The second 
line is finished in white duco or pastel 
shades to order. A new cooler for 
bottled water is a part of the line. 
Frigidaire Corp., Dayton, Ohio. 


Features Ice Capacity 


The ice capacity of the Ice-O-Matic 
refrigerator is featured. In presenting 
other sales points it is said that this 
refrigerator employs the coldest prac- 
tical refrigerant, it is very quiet, en- 
tirely automatic, large cooling space, 
steel clad cabinets with lacquer finish 
in white or color, nickel plated hard- 
ware. Williams-Oil-O-Matic Heating 
Corp., Bloomington, Il. 


Through an error, the corn popper 
illustrated on this page of the last 
Electrical Goods Section was ascribed 
to the O. L. Keene Machine Co. The 
popper is made and marketed by the 
Gobar Products Co., Anderson, Ind. 


A New Washer 


This new Bee-Vac washer has joined 
the cleaner of that name. It is an 8- 
sheet washer, oversize tub, patented 
agitator device for giving maximum of 
turbulence, webs inside of the tub to 
avert tangling of clothes, 18-ounce cop- 
per tub with nickeled interior, heavy 
gears packed in lubricant, instant take 
apart wringer with safety release, 


automatically locks in position, all 
parts except wringer finished in surf 
green lacquer which harmonizes with 
aluminum finish of wringer, easy roll- 
ing castors and %-hp. motor. Distrib- 
uted on plan of Bee-Vac cleaners. Birt- 
man Electric Co., 4140 Fullerton Ave., 
Chicago, Il. 


The Aristocrat Cleaner 


A new clean- 
er made and 
marketed to be 
sold over the 
counter in elec- 
tric depart- 
ments. Light 
weight, strong 
suction, 14-inch 
nozzle, bal- 
anced, four 
wheel support, 
tilting device, 
bag at side of 
handle, trigger 
switch and 
other features 
found on high- 
priced prod- 
ucts. Suggested 
retail price, 
$27.50, with 
tools, $82.50. 
The Regina 
Corporation, 
Rahway, N. J. 


Unusual Design Toaster 


This unusual design toaster is a Uni- 
versal product. Nickel plated, with 
ivory antique casein handles and feet, 
turns toast by pressing buttons, takes 
slice of bread 4% by 4%, push button 
switch attachment plug. Landers, 
Frary & Clark, New Britain, Conn. 


Portable Exerciser 


This exerciser is adjustable to any 
degree of exercise from light massage 
to heavy vibration.i Its special mission 
is to break down fatty tissue and build 
firm flesh. Can be fastened to wall or 
door frame and easily lifted off. Daley 
Equipment Co., Cleveland, Ohio. 


Smokers’ Desk Lamp 


es 
ay & 

This desk lamp has all advantages of 
ordinary type desk lamps and in addi- 
tion has removable glass ash tray, 
making one less article to keep on desk. 
Finish in antique bronze or verdu 
green. Eagle standard of workman- 
ship. List price, $3.75. Eagle Electric 
Co., 59 Hall St., Brooklyn. 
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Carton as Multiple Sales Help 


NCREASING the unit of purchase is the order of 

the day.and that sales person or plan that doubles 
the sales unit is hailed as a wonder worker. Now 
comes a carton that should help multiply the purchase 
unit of incandescent lamps by six—for many purchasers 
today buy one lamp at a time. 

This new sales aid is a “House Carton” which will 
be used in a special sales campaign this fall by the 
Mazda lamp divisions of the General Electric company. 
The carton holds six lamps and all of the promotion in 
this campaign is to be based on the idea that six lamps 
should be the minimum purchase. 

Despite the fact that lamps are a necessity purchase 
for the 17,000,000 homes where electricity is used for 
lighting, many householders have remained unsold on 


o 
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the idea of having all sockets filled and having spare 
lamps on the shelf. This carton is planned with a 
view of helping the merchant overcome this situation. 

The “House Carton” has the appearance of a toy 
house such as children delight in using for “doll houses.” 
It is constructed of durable patent coated carton stock 
and is handsomely lithographed in three colors. Three 
designs, each representing the exterior of an attractive 
house and expressing the Colonial, Spanish, and Eng- 
lish types of architecture, are available. Doors, win- 
dows, roofs, chimneys, gables; all are scaled to measure- 
ment, and the size accommodates the regulation six 
lamp carton. The windows are die-cut and may be 
enhanced in appearance by the use of colored tissue 
paper pasted on the inside. When lighted from within, 
the house carton is a perfect reproduction of an elec- 
trically lighted modern home. 

This house carton possesses four features seldom 
found combined in cartons. It has unusual display 
value. Lighted in a store window, it arrests the atten- 
tion of passersby. Its utility value is assured by its 
practicability as a handy lamp container for home 
use. It serves as a valuable lamp chart to housewives, 
for pictured on the back of the carton are illustrations 
of the six typical rooms of a house showing the average 
fixtures used in these rooms, with specifications con- 
cerning the right lamps for each fixture. After the 
lamps in one carton have been used to fill empty sockets 
and to replace burned out lamps, the cartom#may be 
turned over to the children, where it serves as an 
attractive toy house. Furnished in three different de- 
signs, it provides customers with a new architectural 
type of house on each of three suecessive purchases of 
lamp cartons. The carton will hold six assorted size 
lamps selected to customer’s needs. 


Electrical Goods Section 
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SALES 
at a PROFIT 


What will it be this season, Mr. Radio 
Dealer? 


Sales? 


A price to sell a set? Or a set whose 
old WILL EASILY SELL A 

CE .... a price to give you the 
pins you deserve? 


The new 8-tube Day-Fan is arousing 
enthusiasm everywhere -by its superior 
performance. It was developed as 
the result of a deliberate intention 
to build the best receiver possible. 


Table Model $150.00 less tubes and 
speaker; with speaker table $205.00; 
console $295.00 less tubes. 


Let us tell you about the exclusive 
dealer Franchise—about advertising. 
Write today. 


Or sales and profits too? 


Day-Fan Electric Company 





Dept. R, Dayton, Ohio - 
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The drudgery and delay of yesterday’s house- 
hold are eliminated by electrical heating, cooking, 
cleaning, washing and freezing devices. 







These electrical appliances appeal to public con- 
venience as well as saving money and time. That 







means ready sales. 






You already have a regular business overhead 
and can come into “velvet” by selling these popu- 
lar goods. A sure, steady demand now exists for 
every item in the electrical and radio line. If you 
stock these and give the space that profit from_ 
them will quickly justify, this “electrical merchan- 
dise” can build your income from your present cus- 
tomers and bring you new customers as well. 











Cooperation. A Real Piece of It 


HARDWARE AGE is ready to serve you here as always. At con- 
siderable expense a feature supplement—“ELECTRICAL GOODS” 
Section of Hardware Age—is published every fourth week. Follow it 
closely. 








ELECTRICAL GOODS 
Section of 
HARDWARE AGE 
239 West 39th St., N. Y. C. 













